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FTC Will Still Fight False Ads, Howrey 
Tells Admen: Proposes ‘Consultation Bureau’ 


WASHINGTON, July 30—Federal that it was practical for such a 
Trade Commission Chairman Ed- committee to be formed. 
ward F. Howrey assured repre- FTC said it was emphasized that 
sentatives of the advertising in- the committee would be helpful in 
dustry today that the commission’s matters where problems arise with 
plan to emphasize voluntary set- industry as a whole—not in spe- 
tlement of cases will not mean any cific cases involving individual 
relaxation of its position against companies. 
false and misleading ads. | “Further,” FTC said, “A need 
His statement was made during! was recognized for a better dis- 
a meeting with officials of the semination throughout the indus- 
ANA and the Four A’s who were try of FTC decisions on advertis- 
here to discuss the creation of a ing matters. Need was also recog- 
continuing committee which will| nized to emphasize the spirit that 
serve as a liaison between the com- | has brought about these meetings 
mission and the industry. | between advertising representa- 
It was the third meeting between tives and the FTC.” 
FTC staff members and advertis-| 


ing groups this year, and it re- @ Attending the meeting for the 
sulted in agreement that a com- Four A’s were Frederic R. Gam- 
mittee should be established. ‘ble, president; Ken Dyke, vice- 
‘chairman for the committee on 
a In his greeting to the visitors. improving advertising 
Chairman Howrey outlined his George Link, counsel, and August 
plan for a “Bureau of Consultation” | Nelson, senior staff executive. 
to seek compliance with the law For ANA, Paul B. West, presi- 
by giving advice to business men. dent; Ben R. Donaldson, vice- 
But he stressed that, whereas he | chairman; Guy Berghoff, treasurer 
believed the commission should and director; W. B. Smith, direc- 
seek voluntary settlement of un- tor; Gilbert Weil, general counsel, 
lawful advertising claims where- and Peter Allport, secretary. 
ever possible, his purpose wasmore| For FTC: Edward F. Howrey, 
and greater compliance with the chairman; Daniel J. Murphy, di- 
law rather than a relaxing of the rector, 
commission’s position. | practices; Joseph W. Powers, chief, 
“The FTC should seek voluntary division of investigation, bureau 
correction of fringe offenses so! of antideceptive practices; Charles 


that the commission may concen- | A. Sweeny, assistant chief, divi- 
trate on bringing to justice the|sion of investigation, bureau of 
wilful and flagrant violators of the antideceptive practices; Charles E. 


Wheeler-Lea amendment to the Grandey, assistant chief, division of 


content; | 


bureau of antideceptive 


ew come there's s0 mach TV Networks Line Up 
so-called“ Wibwaohee beer bere Shows and Sponsors 
A, poorer wrth for the Fall Season 


New York, July 31—Network 
television’s list of fall advertisers 
continues to lengthen as the sea- 
son nears. 

At American Broadcasting Co., 
Walter Winchell, the network’s 
ace commentator, will go simulcast 
in the fail. He will be heard and 
seen in the time period with which 
he has been associated so long— 
Sundays at 9 p.m., EST. 

Mr. Winchell will have alternat- 
ing sponsors this fall. Gruen 
Watch Co. (McCann-Erickson), 
last season’s radio and TV sponsor 
for the newscast, will be back 
Sept. 6, when the newsman re- 
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PHONY?—Blatz marked the end of the 
Milwaukee beer strike with this full page | . 
in the Chicago Tribune, July 29, which | ucts (Sullivan, Stauffer, Colwell & 
attempts to make capital out of the fact) Bayles) will present the simulcast 
| that several “Milwaukee” brewers have every week. 

| plants elsewhere in the country, as well as | 


in Milwaukee. Blatz doesn’t. s Another new Sunday night ad- 
vertiser on ABC-TV will be Hazel 
Bishop Inc. The cosmetic company 
will sponsor “Peter Potter’s Juke 


Ei Off | 

| inson ers Box Jury,” starting Oct. 4 at 9:30 
/p.m., EST. The hour show will 

Four-Color Ads 


| feature pre-release recordings, fol- 
lowed by a discussion of their 
'merits by a show business panel. 
_The program will originate in Hol- 


with 3-D Effect lywood. Raymond Spector Co., 


New York, is the agency. 
| American Sterographic Also coming up on Sunday are 


telecasts of the home games of the 
and Bell & Howell Also = Chicago Bears and Chicago Cardi- 


nals on a limited network com- 


FTC act,” he declared. | 
(The Wheeler-Lea Act author- 


investigation, bureau of antidecep- | 
tive practices; James A. Horton, di-| 


Announce 3-D Systems 


Cuicaco, July 31—Three major 


posed of eight midwest stations. 
| Standard Oil Co. of Indiana (Mc- 


Reece Attacks 


Ad Council and 


turns from vacation. Starting Oct. 
| 11 through March 28, Carter Prod-. 


Ford Foundation 


‘Miracle of America’ 
Booklet Attacked as a 
‘Socialistic Document’ 


-WASHINGTON, July 28—The ac- 
tivities of the Advertising Council 
were cited on the House floor to- 
day as one of the reasons why 
Congress should have a_ special 
committee to determine whether 
tax exempt organizations are en- 
gaged in subversive activities. 

In the midst of a broadside di- 
rected chiefly at the Ford Founda- 
tion, Rep. Carroll Reece (R., 
Tenn.) noted that Ford Foundation 
funds were helping the Advertis- 
ing Council. He said the council’s 


|public policy committee includes 


several persons whe have Com- 
munist front affiliations and that 
its publication, ‘“‘The Miracle of 
America,” includes a “platform for 
all Americans” which “starts out 
like a firecracker Fourth of July 
patriotic speech and then turns out 
to be a rewrite of the British 
labor-socialist-party platform.” He 
did not identify any alleged sub- 
versive affiliated with the council. 


s Some House members arose to 
defend the Ford Foundation. But 
in the showdown, the House voted 
209 to 163 to let Rep. Reece—a 
former chairman of the Republi- 


izes the commission to obtain court rector, bureau of industry coopera- 
injunctions to block false ads for tion; Allen C. Phelps, chief, divi- 
foods, drugs, cosmetics and de- sion of trade practice conferences, 
vices.) ‘bureau of industry cooperation; 

_PGad B. Morehouse, assistant gen- 
a The subject of a continuing eral counsel in charge of compli- 


| developments in use of three-di- | 


_ mensional materials were an- 
,nounced this week as the use of 


3-D in advertising continued to! 


| grow by leaps and bounds. Three- 
D highlights of the week included: 


working arrangement between ance; David C. Murchison, assist- | 


FTC and the advertising industry ant to the chairman, and Fitzhugh 
had been explored at two previous Green, executive assistant for pub- 


-e 1. Announcement that Einson- 


(Continued on Page 72) (Continued on Page 69) 


House Tables Administration's 


meetings. Today it was agreed 


Freeman Co. of Long Island City, 
lic affairs. 


| 3-D” process. The process permits 


Listerine Hikes Sales 
in Chlorophyll Battle 


Lambert Co. Switches 
Ad Style for Sweet 
Breath Sales Fight 


By John Crichton 

Jersey City, July 29—This is a. 

story about a company that would- 
n’t join a parade. 

A little more than a year ago, 
chlorophyll was the wonder sub-| 
stance. It found its way into prod- 
ucts ranging from inner soles to 
tobacco to dog food. The principal 
advantage claimed for chlorophyll 
was its elimination of odors, prin- 
cipally breath odor, but to a lesser 
degree body odor. 

Probably no company has a 
greater stake in the breath odor 
problem—nor a longer history of 
dealing with it—than the Lambert 
Pharmacal Co. division of Lambert 
Co., maker of Listerine antiseptic 
for 74 years. 

And Lambert had decided—long 
before the fanfare of advertising 


{printing of full-color illustrations | 


‘that have a third dimension when 
'viewed through two-color 3-D 
|“glasses” but appear the same as 
normal four-color illustrations 
/when viewed without the specs. 


|e 2. Availability for licensing of 
for the Green Miracle started— the 3-D Illustereo process devel- 
‘that chlorophyll in its available oped by American Sterographic 
form couldn’t do what its enthu-| (Continued on Page 73) 
siasts claimed. Lambert had also_ 


N. Y., has perfected a “compatible | 


$240,000,000 Postal Rate Increase Bill 


Summerfield and Rees 
Confident Rate Bill 
Will Be Back in Fall 


WASHINGTON, July 28—The Ad- 
ministration’s drive for a $240,- 
000,000 postal rate hike collapsed 
today when the House post office 
committee announced that it can- 
not agree on a bill at this time. 

Rep. Ed Rees (R., Kan.), chair- 
man of the House group, said too 


decided that it would have to take 


vigorous action to offset the in-. 


roads of chlorophyll. 


® This it did so successfully that 
Listerine is now at a 20-year dol- 
lar sales peak. It increased its 
share of the market (Listerine 
has more than 50% of all oral anti- 
septic sales), and it did it in a 
generally declining product mar- 
ket. 

This salient victory was pre- 
ceded by an abrupt about-face in 
Lambert’s advertising. For years, 
the company had carried the 
breath-sweetness theme. No other 


similar product is anywhere nearly 


so heavily promoted. And in carry- 
ing the load for the field, Listerine 
copy had gradually eased away 
from stressing product advantages. 
When the decision came to alter 
(Continued on Page 64) 
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Last Minute News Flashes 


Grover Joins Wilson, Haight as V.P. and Director 
| Hartrorp, July 31—Melvin G. Grover, who recently resigned as 


advertising director of Fawcett Publications, has been named v.p. and | 


a director of Wilson, Haight & Welch. The name of the agency now 
| becomes Wilson, Haight, Welch & Grover Inc. 


|\Window Shade Makers Slate Co-Op Campaign 


New York, July 31—A cooperative advertising campaign by makers 
of cloth window shades and related products will be launched Aug. 
24 in Life with quarter-pages to run semi-monthly through October by 
the Window Shade Manufacturers Assn. H. B. Humphrey, Alley & 
Richards has the account. 


Cunningham & Walsh Promotes Gillham to V.P. 


New York, July 31—Robert M. Gillham has been named a v.p. of 
Cunningham & Walsh to serve in an executive capacity on the Liggett 
& Myers account. A former J. Walter Thompson Co. v.p. and Para- 
mount Pictures executive, Mr. Gillham joined C&W in April, 1951, 
working on p.r. and motion picture aspects of the Chesterfield account. 

(Additional News Flashes on Page 73) 


little time remained. He made a 
particular point of emphasizing 
that the Senate post office commit- 
tee had refused to begin hearings 
until after the House acts. 

Rep. Rees and Postmaster Gen- 
eral Arthur Summerfield both ex- 
pressed confidence that the rate 
bill will be an “A” priority item 
when Congress returns. 


s The postal bill had been rated 
as a “must” item in the adminis- 
tration’s drive to balance the fed- 
eral budget, but it got a frigid 
reception when it was forwarded 
to Congress late last month. 

Many of the members of the 
House and Senate post office com- 
mittees who have been through a 
series of rate hearings in recent 
years felt that Republicans should 
complete the renovation of the de- 
partment before falling back on 
such politically unpopular propos- 
als as a 4¢ rate on out-of-town let- 
ters and a 7¢ rate for airmail. 

During 14 days of hearings op- 
ponents of the bill argued that at 
least $200,000,000 of postal expense 
represents subsidies which are 
matters of public policy, properly 
chargeable to the taxpayers as a 
whole. 


® Opponents argued that the rate 
bill should mark time until early 
(Continued on Page 56) 
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Fifth of a Series on the FTC... 


Robinson-Patman in Foregr und 
as ‘New’ Group Sets FTC Poi cy 


Actually a Series of Amendments to the Clayton Act, 
R-P Helps Put Large and Small Buyers on Equal Basis 
By Stanley E. Cohen 


WASHINGTON, July 29—The Robinson-Patman Act is often called the sliced into fract: 


“Magna Carta” of small business. 


‘he favored firm. 
rc realized that 
) the defense that 
‘the cosmetic in: \stry had offered: 
that demonstr: ors couldn’t be 
ins for the benefit 
of small-volume outlets. When it 


competition wi: 
Before long, 
, there was merit 


In the 17 years it has been on the books, the R-P Act has been a became evident that the commis- 


major source of FTC power, enabling the commission to éxercise strin- Sion’s edicts 
gent control over the discount schedules and promotion benefit plans 


used by suppliers in their dealings with distributors and retailers. 


R-P is not a separate law at all. It is a series of amendments passed | 


by Congress in 1936 to tighten the Clayton Act of 1914. It was designed 


to put buyers on an equal footing, except for such price differences as ternative promotion benefits for 
those justified by variations in manufacturing, selling and delivery customers who could not conven- 


cost. 


Where other statutes were riddled in the courts, R-P proved to be the 


most court-proof anti-trust statute 
conceived by man. In fact, in re- 
cent years there have been com- 
plaints that R-P went too far in 
“equalizing” the small and large 
buyer, to the point where suppliers 
are prevented from offering ade-| 
quate reward to important custo- 
mers. 


# Under R-P, the Supreme Court 
upheld FTC’s ruling that the bas- 
ing point price systems used by the 
steel and cement industries in- 
volved discriminatory price ab-| 
sorption. For a time it appeared 


that FTC might entirely forbid un- 
iform delivered price quotations 
and force industry into a system of 
f.o.b. pricing. 

Or another example: 

Under an inflexible interpreta- 
tion of R-P, FTC got itself into an 
embarrassing dilemma involving 
the allotment of demonstrators by 
cosmetics manufacturers. FTC 
convinced the courts that cosmet- 
ics firms which supplied a demon- 
strator for one customer were ob- 
liged to provide demonstrators for 
every other customer who sold in 


were unworkable, 
FTC took another look at the law. | 
Under the compromise settle- | 
‘ment between FTC and the cos-' 
metics industry. suppliers are per- 
mitted to offer a selection of al- 


liently use a demonstrator—or a 
fraction of a demonstrator. 


_@ By the time it was adopted in 
1936, R-P was inevitable; and de- 
spite an occasional instance of ex- 
cessive zeal in its enforcement, it 
is generally respected as an essen- 
‘tial improvement over the “law of 
the jungle” which prevailed in the 
early ’30s—a law which worked to 
the disadvantage of supplier and 
distributor alike. 

The philosophy of R-P—that 
buyers should be treated alike— 
was hardly novel. Congress 
thought it had accomplished that 


(Continued on Page 54) 


Motorola Aims Car 
Radio Promotion at 
Vacation Travelers 


Cuicaco, July 29—Motorola Inc. 
will try to reach the vacation- 
minded car owner this summer) 
with a promotion for car radios in 
Argosy, Ebony, Elis Magazine, 


Popular Mechanics, Popular Sci-| the market there, according to! many, 


ence Monthly, Sport, Sports Afield 
and True. 

The drive will be supported with 
a dealer merchandising package. 
Among the features of the dealer 
program is a pocket-size Rand Mc- 
Nally Travelog road guide carry- 
ing the dealer’s imprint to be giv- 
en away to resort-bound custom- 
ers. Also, banners and a window 
display invite passers-by to look 
over the car radio line. An Air-O- 
Flator, a combination tire infla- 
tor and fire extinguisher, will be 
offered as a premium with the pur- 
chase of a Motorola car radio. 

Dealers also will receive door- 
knob hangers to canvas parking 
lots, newspaper ads and radio spot 
announcements as well as direct 
mail pieces. 

Ruthrauff & Ryan is the Motor- 
ola agency. 


G.I's, Tourists Spread Appeal of 
U.S. Cigarets in European Market 


New York, July 28—American 
cigaret sales abroad are at an all- 
time high and U. S. brands are the 
most popular foreign cigarets on 


Lewis Gruber, v.p. and director of 
sales of P. Lorillard Co. 

Mr. Gruber made these points 
after a recent trip to Europe. Last 
year, he reported, 678,000,000 U. S. 
cigarets were sold through the 
French government monopoly—at 
57¢ to 60¢ a pack—compared with 
305,000,000 English cigarets and 
15,000,000 from Turkey. 

As in the U. S., king-size cig- 
arets—introduced to Europe by 
American tobacco companies after 
World War II—are showing steady 


|gains in sales. 


Filter-tip cigarets are also pop- 
ular, particularly in health-con- 
scious Switzerland, where they 


constitute more than 50% of all| 


cigarets sold. There is no price 
differential between filtered and 
regular cigarets in that country, 
Mr. Gruber reported. 


Y&R Transfers Two to Coast he American cigarets are on the 


| 


Ray Bauer and Reginald Spurr, 
in the media department of Young | 
& Rubicam, New York, have been | 
transferred to the agency’s Los An- | 
geles office. Mr. Bauer will be out-| 
door space buyer and field rep- 
resentative of all accounts. Mr. 


rise, he said, because of four fac- 
tors: 

1. Millions of Europeans ac- 
quired a taste for American blend- 
ed cigarets during the war and im- 
mediate postwar years. 

2. American cigarets are pre- 


Spurr will be a media buyer. | ferred, particularly by women, be- 


Robert Welty continues as media 
buyer, while Julie Herrell will 


continue as radio and television | 


buyer on all accounts. 


Goodrich Boosts Morledge 


Chester T. Morledge, manager 
of the auto and home supplies de- 
partment, has been promoted to 
general manager of merchandising 
of the tire and equipment division 
of B. F. Goodrich Co., Akron. He 
succeeds J. A. Hoban, who has 
been named v.p. of the division. 


Retchin Joins Dan B. Miner 


Nerman Retchin, formerly of the 
copy department of J. Walter 
Thompson Co., Chicago, has joined 
the creative staff of Dan B. Miner 
Co., Los Angeles. 


cause they are much milder than | 


European and Turkish brands. 

3. American cigarets have “snob 
appeal.” 
| 4, Heavy American tourist traf- 
fic. 

With hundreds of thousands of 
their domestic customers going 
abroad every year, U. S. tobacco 
companies now find it more im- 
portant than ever to keep in- 
formed about European conditions, 


if only for self-interest, Mr. Gru-| 


ber noted. 


a While cigaret sales are on the 
increase, European countries are 
far behind the U. S. in tobacco 
merchandising methods, he de- 


clared. A housewife cannot buy) 


cigarets from a grocery store dis- 
| play rack in any country, although 
\this method of distribution may 
'soon be introduced in West Ger- 
Belgium and _ Holland. 
Throughout the continent, cigarets 
are sold primarily in tobacco shops 
and in cafes and hotels which 
carry them for the convenience of 
customers. 


American retailers are becoming 
concerned about the increasing 
number of brands and sizes they 
must carry, but they don’t hold 
a candle to a European tobacconist. 
A Swiss tobacco shop carries up 
ito 600 brands and sizes and an 
average Belgian tobacconist will 
carry 200 or more brands and 
sizes, according to Mr. Gruber. 


e In France, American tobacco 
|companies are limited strictly by 
the government as to how much 
advertising they may run, he said. 


petition with domestic brands and 
outcries from political groups and 
tobacco unions. Eight U. S. brands 
currently are on sale in Europe. 
The black market in cigarets is 
as flourishing as ever, but not be- 


This is to prevent too great com- | 


READY FOR FALL—This color page in Col- 

lier’s and Life will lead off the fall cam- 

paign of the Wine Advisory Board, San 

Francisco, beginning with National Wine 

Week Oct. 10-17. J. Walter Thompson Co. 
is the agency. 


$500,000 Budget 
Backs Fall Drive 
for Coast Wines 


San Francisco, July 27—Some 
$500,000 will be spent this fall on 
a campaign sponsored by the Wine 
Advisory Board to promote the 
consumption of California wines. 
The largest share of this non- 
brand advertising will be concen- 
trated during National Wine Week, 
Oct. 10 through 17, with a total of 
$330,000 allocated for 800- and 
300-line insertions in newspapers 
between Oct. 7 and Dec. 21. 

The campaign will be conducted 
under the banner sloge» “Taste 
California Wine Tonight’ and will 
include national magazines, news- 
papers, food and beverage trade 
publications, transit advertising in 
a limited number of cities and a 
wide selection of point of purchase 
selling helps. 
been prepared by J. 
Thompson Co., and provides for 
space in six consumer publica- 
tions and 299 newspapers in 178 
cities, a greater number than has 
ever been used by the board be- 


in eight cities, including Altoona, 
Kansas City, Minneapolis, Lincoln, 
Neb., Rochester, South Bend, St. 
Petersburg and Utica. 


s All of October will be devoted 
to a Wine Discovery Month cam- 
(Continued on Page 71) ; 


The schedule has 
Walter 


fore. Car cards will be displayed | 


cago. The result: 
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Advertising and 
Quality Boost 
Sales: Hallmark 


Kansas City, Mo., July 28— 
After 14 years of advertising Hall- 
mark cards, Hall Bros. Inc. sup- 
plies “quality stores with more 
cards in one year than we supplied 
in all our first 30 years combined.” 

The 44-year-old company’s eval- 
uation of its advertising program 
was made in the latest issue of its 
merchandising journal, “Cards,” 
which is circulated bi-monthly to 
retailers. 


Hallmark attributes its success 
to good advertising, the right prod- 
uct, and “full and enthusiastic 
point of sale support” from retail- 
ers. Its advertising agency is Foote, 


Cone & Belding, Chicago. 


'@® Back in 1939, Hallmark set out 


to make consumers aware— 
through advertising—of ‘a differ- 
ence in materials, craftsmanship 
and taste that existed between in- 
dependent and syndicate [chain 


‘and variety stores] lines and of 


the importance of quality in a so- 
cial custom such _as_ greeting 
cards.” The campaign has gone so 
well that whereas in 1939 the syn- 
dicate stores (that sold on the 
price and size standard) were get- 
ting 40% of the total dollar volume 
in cards, today they are getting 
only 19%, according to the card 
manufacturer. 


Hallmark says “the only advan- 


tage the syndicates have today is 


the advantage of large store dis- 
plays and large window displays 
in locations where it is extremely 
convenient for people to buy.” 
However, it claims, even this ad- 
vantage rapidly is being minimized 
by “more aggressive merchandis- 
ing effort of quality stores.” 


# In 1939, Hallmark decided to 
aim at opinion-molding groups— 
“authorities to whom people nat- 
urally look for guidance in a social 
custom.” 


It decided to give national ad- 
vertising a test, and 14 years ago, 
in the fall of 1939, this test started 
over Radio Station WMAQ, Chi- 
People started 
asking for the cards with “Hall- 
mark” on the back. 

Hallmark subsequently  spon- 


(Continued on Page 70) 


New York, July 28—Columbia 
Broadcasting System is still in 
there pitching for color television 
leadership. 

But the company now has 
switched its attention from the 
CBS field sequential system to the 
compatible standards of the all- 
industry National Television Sys- 
tem Committee. 


cause of shortages. They sell for 
about 20¢ a pack less than the 
monopoly-set price of 57¢ to 60¢ 
and French customs officials esti- 
mate that about 240,000,000 packs 
a year are smuggled into the coun- 
‘try from the international port of 
'Tangier and distributed by well- 
‘organized rings. 


Hat Retailers Getting 
| Hat Week Promotion Kits 


Men’s hat retailers will get a 
' promotion kit designed to make the 
‘fifth National Hat Week, Oct. 24- 
'3l, the year’s peak selling period. 
The week will be sponsored by the 
Hat Research Foundation. 

Included in the kits will be a 
17x22” four-color poster, window 
streamers, newspaper mats, and a 
(16-page merchandiser giving 
pointers on displays and publicity 
material. Theme of the week will 
be, “Now! Top it off with a new 
hat!” 


Details of the network’s plans 
for redirecting its color TV efforts 
were outlined last week by J. L. 
| Van Volkenburg, president of CBS 
Television, in a letter to affiliates. 

“In the early days of television 
when a change would have been 
‘an easy matter, we strongly advo- 
cated the field sequential color 
system,” he wrote. “Delays of vari- 
ous types have prevented public 
‘adoption of this system of home 
broadcasting until now, with more 
lthan 24,000,000 b&w receivers in 
'the hands of the public, we feel 
that it is no longer feasible to ad- 
vocate this system, at least so long 
as there appears to be such prom- 
ise of a prompt compatible color 
service. 


s “It is for this reason that we 
have concentrated our recent ef- 
forts on the NTSC system...As 
members of NTSC we have sup- 


CBS Okays Industry‘s TV Color Plan 


ported and support its petition” 
for the adoption of its system. 
The CBS colorcasting system is 


the only one authorized for com- 


mercial use in this country at pres- 
ent. However, this system—which 
requires an adaptor for b&w re- 
ception on present receivers—has 
never started rolling, due to the 
lack of support from set manufac- 
turers as well as most telecasters. 


# Color developments planned by 
CBS in the near future were out- 
lined by Mr. Van Volkenburg as 
follows: 

1. NTSC color programs will be 
fed to the network beginning about 
Sept. 15. (“This of course will be 
prior to the setting of standards 
and hence will be under experi- 
mental authorization, which we 
are arranging to obtain.’’) 

2. A color clinic will be held in 
New York early this fall. 

3. Stations will get a detailed re- 
port on the network’s plans for 
color, FCC authorization require- 
ments and equipment considera- 
| tions. 

4. “If and when NTSC color 
standards are adopted, CBS Tele- 
vision will immediately begin a 
regular schedule of network color 
broadcasting under that system.” 
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Brewers Hiked Sales, 
Cut Ad Costs in ‘52 


Total Ad Outlay Rose, |everyt ° 
but Per-CaseCostWas | 


Down, “AA’ Study Finds s Sources for the media expendi- 
|tures were Bureau of Advertising 
Cuicaco, July 29—If the 18 larg- data on newspaper and Sunday 
est brewers are a fair sample, the Supplements ads, and Publishers 
U.S. brewing industry sold a lot Information Bureau figures for 
more cases of beer last year than Magazines, network radio and TV 
the year before—and it spent less and farm magazine advertising. 
money per case for advertising in| Excluded from these measure- 
measured media. ments are such items as outdoor, 
In a study of advertising costs | spot radio and TV, direct mail and 
and expenditures by the 18 beer dealer help material, point of pur-_ 
manufacturers who sold over 1,-| Chase advertising, etc. Figures are 
000,000 barrels in 1952, Apvertis- not available for these media, and 
ING AGE found that total expendi-|they are important in the beer in-_ 
tures were up slightly, but that|dustry, where large brewers may | 


Here’s how you can cut your. 

‘motor oil bills 30% by | 

buying at your Supermarket 
ee 


A leading ei! company now introduces 2 money-saving 


way te bring you the finest heavy duty metur oi! 
at a price that is good news for every car owner 


unit costs were down from the | put a major portion of their ad | 


preceding year. 
AA got its figures by measuring 


total sales against dollars spent Brewing Co., 


by the brewers in measured media. 
The sales figures came from Re- 
search Co. of America estimates, 


and represented yearly sales of| 


budgets into them. 

An example of this is Pfeiffer 
Detroit. Pfeiffer, 
poqper in 1951 had spent $136,688 
on measured newspaper advertis- 
ing, last year invested very little 


(Continued on Page 50) 


‘Millinery Research’ Finds Ogden Nash 
Very Unfunny in His Copy for Luckies 


New York, July 29—America’s 
comic poet laureate (as the Ameri- 
can Tobacco Co. insists) may well 
be Ogden Nash. But people in the 
women’s hat industry were out to- 
day to settle Mr. Nash’s hash. 

It all started when American 
ran a testimonial ad in the news- 
papers quoting Nash as liking 
Lucky Strike but disliking parsley, 


On ete me 


Momeyew's Commie Pant Lavewate - 


| little boys, banquets—and women’s 
| hats. 

Today’s issue of Millinery Re- 
search, “‘the voice of the millinery 
industry,” carries an_ editorial 
which finds Nash extremely un- 
funny and says the hat trade “can 
well stop reading his material as 
a reprimand.” As for American 
Tobacco and its agency, Batten, 
Barton, Durstine & Osborn, “they 
|should have known better than let 
such copy be released.” 


® The editorial asks how Ameri- 
can Tobacco and BBDO would 
like it if “some 50,000 persons em- 
ployed in the millinery industry 
started a mouth-to-mouth cam- 
paign, saying that the American 
Tobacco Co. is anti-millinery.” 
The publication called the Nash 
ad a “below the belt” blow and 
said that “jibes thrust at our 
industry from outside sources will 
not be tolerated.” 

“A joke is a joke,” continues the 
editorial, “but there is such a thing 
as carrying it too far—particular- 
ly if somebody’s livelihood is to 
| be jeopardized.” 


Magic Chef Slates 
Six-Week Fall Drive 
with ‘Life,’ ‘Today’ 

St. Louis, July 29—Magic Chef 
Inc., maker of gas ranges, will 


launch an intensive six-week cam- 
paign at the end of September in 


an effort to win at least 20% of the | 


range market. 


The entire sales promotion and 
advertising program will be built 
around a series of six half-page, 
two-color ads in Life to begin on 
Sept. 28 and run through Nov. 2. 
The ads will display the six fea- 
tures that “give cooking Magic.” 


The Life ads will be supple-| 


mented with a 15-minute portion 
of Dave Garroway’s morning TV 
show, “Today,” over NBC every 
Monday morning during this pe- 
riod. 

The Life and TV campaign is in 
addition to Magic Chef’s use of 
a series of women’s consumer mag- 
azines for direct product adver- 
tising. 


s Theme of the fall drive will be 
“Change Your Range,” with all 
copy directed at convincing the 
housewife to trade in her present 
range for a Magic Chef. 

Will Trueblood, sales promotion 
and advertising manager for Mag- 


ic Chef, said the reason for the 
|heavy concentration of advertis- 
ing is to meet growing competition. 
'He pointed out, however, that 
many competitors are retrenching 
on advertising. 

The company and its distributors 
also will begin a drive to enlist 
the support of gas utilities in all 
major markets. 

Krupnick & Associates, St. Lou- 


| is, is the Magic Chef agency. 


New Monthly Newspaper Gets 


Guarantee of 7,200,000 


An eight-column, 


_will be published in September 
| by Brief Publications Inc., New 
York. A monthly, Host ’n Hostess 
will guarantee a home-mailed cir- 
culation of 7,200,000. General ad- 
vertising is based on $19.80 a line; 
a coupon classification is scaled at 
| $3.40 a line. 

| Lee Tracy, president of Brief 
jand editor and publisher of the 
new paper, which will go free to 
people in towns and medium-size 
cities for the most part, said Host 
*n Hostess will “show America 
how to entertain gracefully at 
minimum cost.” The paper will 
run to six pages at the start. 


Schoeffler Joins Basford 

John W. Schoeffler, formerly 
with Shell Chemical Corp., has 
joined G. M. Basford Co., New 
York, as an assistant account ex- 
ecutive. 


j 


2,400-line | 
newspaper called Host ’n Hostess | 


BETTER BY TEST! 


The finest Heavy Outy Motor Oil 


| 
| 
| 
| 
| 


$100,000 Drive Starts 
for Royal Scot; Ring- 
Free Stays in Stations 


Los ANGELES, July 30—Macmil- 
lan Petroleum Corp., an important 
factor in the motor oil business, 
today launched a $100,000 drive in 
the Los Angeles market to test 
supermarkets as outlets for motor 
oil. 

The company’s principal product 
is Macmillan Ring-Free motor oil, 
sold through conventional service 
station outlets, with national dis- 
tribution. Last year, Ring-Free ad- 
| vertising in national magazines to- 
taled about $165,000, through Roy 
|S. Durstine Inc., which continues 
to handle Ring-Free advertising. 
| The local supermarket test is 
based on Royal Scot motor oil, a 
brand the company has produced, 


| , “NOW on Parade! 
i BUY Washington Freestone 
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SUPERMARTS IN OlL—This two-color full-page newspaper ad, which appeared July 
30-31, marked the formal start of Macmillan Petroleum Corp.'s supermarket test for 
oil sales in the Los Angeles area. Royal Scot, Macmillan’s supermart brand, sells for 
27¢ a quart, as against a normal 40-45¢ for similar grades at service stations. Har- 
rington-Richards, San Francisco, is the agency on the supermarket test. 


Macmillan Tests Supermarts in L. A. 
as Outlets for New Motor Oil Line 


| 


sep GF in ‘52 Had 


ee. Peak Ad Volume 
ae of $54,000,000 


Budget Was Increased 
$11,000,000 to Make 
It Top Advertiser 


New York, July 28—General 
Foods Corp. in 1952 spent $54,- 
000,000 for advertising, an increase 
of $11,000,000 over ’51. It makes 
the company the leading national 
advertiser in the country. 

This was disclosed last week by 
Austin S. Igleheart, GF’s president, 
at the annual stockholders’ meet- 
ing. 

“We believe the growth of this 


88 8s. oeaer at 


MACMILLAN 


|Inc., is the agency handling the 


RIPE AND COLORFUL—The first color ads 
for fruits in the local Seattle market are 
being run this summer by the Washington 


State Fruit Commission through Pacific 
National Advertising Agency. The series 
of four ads will run in the Seattle Times 
and Post-Intelligencer. 


Royal Scot 
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but in relatively small quantities, 
for 20 years. Harringten-Richards, 
San Francisco and Los Angeles, 
division of Fletcher D. Richards 


Royal Scot campaign. 


@ The supermarket product is 
colorfully packaged in a_ plaid 
poster package. It is available in 
one-quart and eight-quart con- 
tainers, and is being fair traded at 
27¢ a quart, $1.98 for the eight- 
quart can. This compares with the 
usual 40-45¢ cost of similar quality 
oil at service stations. 

There is nothing particularly 
new about motor oils being sold 
through supermarkets, at least in 
this area. But never before has a 
major, nationally known oil com- 
pany developed a top quality 
heavy duty motor oil to be sold ex- 
clusively in supermarkets, while 
at the same time continuing to sell 
through service stations. 

No attempt is made to disguise 
the identity of the manufacturer. 
Instead, Royal Scot oil is clearly 
labeled “Macmillan” and the test 
advertising identifies the product 
as “another famous Macmillan 
motor oil.” 


® Distribution for the new product 
has already been achieved in some 


business is the direct result of our 
ability to build and expand mar- 
kets for our products,” Mr. Igle- 
heart said. “We have appropriated 
more of our funds for advertising 
year after year, and each year our 
sales have increased in direct pro- 
portion. Last year we appropriated 
$54,000,000 for advertising, an in- 
crease of $11,000,000 over the pre- 
vious year. 


® “Our sales went up $69,000,000 
last year and all of it was volume,” 
Mr. Igleheart said. “We in GF ap- 
preciate out of our intimate ex- 
perience with advertising its vital 
role in the growth of the business. 
You in your own experience know 
how little personal selling is done 
in the modern grocery. In many 
stores you won't see a single sales 
clerk until you reach the checkout 
counter. GF has to persuade con- 
sumers that ours are the brands to 
purchase. 

“We use advertising, such as all 
of you have seen and heard,” Mr. 
Igleheart continued, “to persuade 
consumers in advance of their 

(Continued on Page 6) 


Largman Gray Co. 
Ties Stockings to 
‘Blue Moon’ Movie 


PHILADELPHIA, July 28—Largman 
Gray Co., manufacturer of Blue 
Moon nylon stockings, is launch- 
ing a national tie-in promotion 
with exhibitors of the motion pic- 
ture, “The Moon Is Blue.” 

Newspaper space and local tel- 
evision and radio will be used in 
all areas where promotions are 
scheduled, and the company will 
handle it in conjunction with ex- 
hibitors. 

Seven southern areas are being 
opened up during the coming 
week, and an Atlantic City open- 
ing is scheduled about mid-Aug- 
ust. 


® ADVERTISING AGE was told that 
Blue Moon stockings will be pro- 
moted jointly with the movie in 
every major and secondary mar- 
ket in the nation by the end of the 
year. Cost of the promotions can- 
not be estimated at this time. 


250-300 supermarts in Los Angeles 


County, embracing perhaps a dozen | 


important “independent” opera- 
tors. Included are such supermart 
operators as Shopping Bag, Market 
Basket and Mayfair, which be- 
tween them have about 80 stores. 
Safeway, the biggest single factor 
in the local food field, is currently 
sticking to its groceries—or at 
least not going into the oil business. 

Because good distribution was 
achieved faster than was origin- 
ally thought possible, initial ad- 
vertising was moved up. The first 
shot in a four-month newspaper 
campaign was fired today. By the 
end of four months, the Los Ange- 
les Examiner and the Los Angeles 

(Continued on Page 75) 


It marks Largman Gray’s first 
nationwide promotion in several 
|years and the most extensive in 
its history. 

In addition to its own selling 
force, the company is using special 
_merchandising counselors to work 
| with studio exploitation personnel 
‘in helping to build up retailer tie- 
in promotions. 

Hening & Co. is the Largman 
Gray agency. 


Coal Bureau to Bliss 

Fairmont Coal Bureau, an or- 
ganization of 22 independent coal 
operators in Fairmont County, W. 
Va., has appointed Ben B. Bliss 
Co., New York, to handle its ad- 
vertising and public relations. In- 
dustrial and engineering publica- 
tions and direct mail will be used. 
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Hearst Names List 
Publisher of the 
‘Chicago American’ 


Cuicaco, July 30—Stuart List, other promotions resulting from he joined the T 
general manager and advertising the change are: 
director of the Pittsburgh Sun-. 


Telegraph, has 


been disclosed to them. siness manager. 
ireer with the 
n 1919 and, aft- 
ess manager in 
ne post on the 
1 1938. In 1943 
do Blade as v.p. 
zer, then moved 
airs later. 


can in 1946 as 
He started his 
# Lee Austin, Sun-Telegraph lo-| Toledo News-B 
cal advertising manager, was er becoming bi. 
named Mr. List’s successor by Pub- 1934, took the 
lisher Edward D. Becker. Three Cleveland Pres 


and general ma 
Charles L. Kammer, classified to Chicago five 


been appointed advertising manager, was _ pro- 


publisher of the Chicago Ameri- moted to local manager of the Sun- Ad Body to Se: Member Rules 


can, 


He succeeds Worth Coutney as was upped from the ad sales staff vertising Agen: 
head of the second largest evening to become Mr. Kammer’s assist-| has appointed a 
paper in the Hearst chain. Mr. ant manager. 


Coutney, publish- 
er of the Amer- 
ican since 1948, 
will undertake 
a special assign- 
ment for J. D. 
Gortatowsky, 
general manager 
of Hearst news- 
papers, the Hearst 
announcement 
said. 

American ex- 
ecutives told AA 


Stuert List 


that no sweeping changes have. 


‘| play staff to classified manager. 


Telegraph. John G. Vollmer Jr. -oderation of Ad- 
, Los Angeles, 
pecial oe 
: F to establish mem ership standar 
ners base tard for the group. C: nmitiee members 
are C. R. Sulliva:, Associated Ad- 
'vertising Agency. Wichita, chair- 
‘man; Melvin F. Roman, Roman Ad- 
*\s Mr. List entered the newspaper vertising Co., St. Louis, and R. W. 
business as a classified salesman Maercklein, Maercklein-Nelson 
on the Washington Times in 1920. Advertising Agency, Milwaukee. 
Three years later he was trans- 
ferred to the Rochester Journal- ‘Forum’ Corrects Ad Error 


The National 


was promoted from the local dis- 


e American and rose from display An Architectural Forum ad, ap- | 
oy * salesman to advertising director. Peating on Pages 36 and 37 of this 


oe : issue of AA, contains an error in 
In 1935 he joined the Pittsburgh the chart shown on Page 37. Forum 


‘newspaper as advertising director, gicscovered the error too late to 


and last year was elevated to gen- make the necessary revisions, but 


eral manager. is running a second ad, on Page 72, 
Mr. Coutney joined the Ameri- which contains the corrected graph. 


1,310,000 


IOWA PEOPLE 


read LHE 
DES MOINES SUNDAY 
REGISTER 


86.8% Have it Delivered to Their Homes 


. . . as reported by the Advertising Research Foundation in its first 


statewide audience study of 14 Sunday newspapers circulating in Iowa. 


ma THE DES MOINES SUNDAY REGISTER. 


For complete facts on where these people live, what 
they earn, what they own, see “A Study of The Des 
Moines Sunday Register Audience in Iowa.” For 
details on how to get your copy, write Advertising 
Research Foundation, Inc., 11 West 42nd Street, 
New York 36, New York. 


...an “A” Schedule Newspaper in an ‘‘A-1"’ Market 


Advertising Age, August 3, 1953 


| Use of 3-D in advertising is growing by leaps and bounds. Latest tech- 
| niques include a compatible process by which a 3-D ad appears the 
| same as a normal color illustration when viewed without the two- 
| CONGP BORO onc cece cece cccsccesectcccesccesesccsgecces Page 1 
| The administration’s postal rate increase bill is dead, at least until fall. 
| Unpopularity of the proposed 4¢ postage on out-of-town letters led 
the House committee to table the bill ...................... Page 1 
Listerine executives, among many other persons, have remained unim- 
pressed by chlorophyll. The company took vigorous action against the 
breath control newcomer and sales boomed ................ Page 1 
October will be Wine Discovery Month, if the Wine Advisory Board 
has its way. A $500,000 campaign has been mapped to assure that it 
is California wine which is discovered ..................... Page 2 
Hallmark credits advertising as a major factor in increasing sales so 
that last year it sold more greeting cards than in all of its first 30 
| Ee ee PERL ee Te eee CTE EN eT CeO TRE eT eee Page 2 
Total beer advertising budgets were higher last year, but the cost per 
case was down. These are two findings of AA’s study of brewery ad 
ES gos aie ik RN EER ORDA 4 gD EER ARO d Page 3 
Lucky Strike’s new copywriter is under fire. Millinery Research 
doesn’t mind that Ogden Nash likes cigarets, but resents that he rates 
women’s hats with parsley and banquets. .................. Page 3 
Last year General Foods Corp. was the largest national advertiser in 
| the U.S. The ad budget was increased by $11,000,000 and sales rose 
NE re ee oe rR Oe ee ee eer Page 3 
AA speculates concerning McCall’s new partial page units and its rule 
that “jungles” should be avoided. Please don’t torture the ad to use 

a novel space arrangement, is the request voiced in an editorial 
SRE Ce ee Oe eee eee ee ewer ee eT TT eT eee Ter ee ee ee Page 12 
When CBS and Bristol-Myers Co. disagreed over televising a Sunday 
evening crime program, changing the name and a pat on the back 
TOP COME MOGS CVELVONS HADI iio occ cccicccccscsecsees Page 38 

| What it takes to get a public relations job with top manufacturers is 
explained by Robert Newcomb and Marg Sammons. Oddly enough, 
ability to write a release is far from enough .............. Page 46 
| Filter tips may make good ad copy, but an American Medical Assn. 
| report indicates cigaret filters don’t filter much. It points out that 
tobacco itself is a good filter, which may spur the king-size copy- 
| 


I lcci oa ot 20s Sar aida cases Aa Re RES SORE) 40a aes Page 68 
U.S. exporters appear to be doing well in Latin America. The Spanish- 
language edition of Popular Mechanics reports that 85% of business 

| goods were manufactured in the U.S. ..............000005 Page 70 
Suspension of the guild-struck ‘Seattle Times’ caught local advertisers 
with big summer-sale inventories. But other media galloped to the 

| rescue, and at least one retailer did well by using remote TV pickups 
A SU TO GUNN nos cs ie cccacescsscntecanesncdauasscecceses Page 72 
Tax relief has been requested by makers of automatic clothes dryers 
and ironers. The $20 to $25 federal excise tax is killing sales, manu- 
RTA TUTE COE TET CTT OC O PCT e CT TTT CTT eOe Page 75 


REGULAR FEATURES 


Advertising Market Place ..... 66 Looking at Retail Ads ........ 46 
Along Media Path ........... 74 Merchandising Devices ....... 58 
Coming Conventions ......... 61 Obituaries ............ 56, 57, 73 
Creative Man’s Corner ....... 44 Photographic Review ........ 52 
Department Store Sales ...... 22 ROU FOOTE 6 oc ccc ccccces 12 
I 5.5 ba daw sa 4d 0rd. 6.6 8 we 12 Salesense in Advertising ..... 44 
Employe Relations ........... 46 This Week in Washington ..... 32 
Eye and Ear Department ..... 43 Voice of the Advertiser ...... 62 
Getting Personal ............. 16 You Ought to Know .......... 60 


| An A-! Market 
for Every ‘‘A"’ Schedule 


Big Business 
in the 


1952 


BELT 


Food Sales... 


$210,697,000 
31% of the North Carolina Total 
(SM Survey 5/10/53) 


Gen. Mds., Automotive and Drug Sales. Just about ONE-THIRD 
of North Carolina's general trade activity takes place 

in this prosperous area. Get your share. Put your “A” Schedules 
to work in the News and Observer—the ONLY Morning-and- 


Approximately this same percentage is true for Total Retail, 
| 
Sunday newspaper in the entire 33 County Golden Belt. 


115,926 


124,080 


Sunday 


(Publisher's Statement 3/31/53) 


‘Observer 


Rep.: The Branham Company 
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80th in a Series 


General Advertising 
among 


ALL U.S. Newspapers 


NEW YORK 


evald Tribune 


First 5 Months—1953: Source, Media Records 
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Allfrey Joins Wooddell 


Richard J. Allfrey, formerly 
with Advertising Engraving Co., 
Providence, has joined S. E. Wood- 
dell Advertising Co., Providence, 
as a partner of Shirley W. Wood- 
dell, previously sole owner of the; 
agency. 


Southern Radio Buys WNNC 


WNNC, Newton, N. C., has been 
sold by Charles Turner to South- 
ern Radio Casting Co., Kings 
Mountain, subject to approval by 
the Federal Communications Com- 
mission. 


| Conover to Lang Advertising 
Cain to Garfield & Associates | Bob Conover, formerly with 


Bul Cain, formerly with the San Todd & Associates, San Jose, Cal., 
Franeisco Examiner as a display agency, has joined Raymond I. 
salesman, has been appointed a| Lang Advertising Co., San Fran- 
copywriter of Sidney Garfield &/| cisco, as art director and produc- 


Associates, San Francisco. | tion manager. 


AT LOWEST PRICE 
IN TV HISTORY / 
Because do everything 
plant hom ah send to Raeeaee 
keep our costs and the saving is 
on to you. With our 35 years of 
now - How, we showmanship 
into your TV spots at economy rates. 
Send in your Storyboards for quotes. 


FILMACK STUDIOS 1323 SOUTH WABASH AVE., CHICAGO 


‘how will be equally important, if 
‘not more so, in the future.” 


|GF's ad expenditures in maga- 
‘zines, newspaper sections, and ra- 
|dio and television networks in ’52 
as $22,028,540 (AA, March 16) 
and the Bureau of Advertising, 
‘NPA reported GF’s expenditure 
n newspaper advertising in ’52 as 
f 54 00: 000 $8, 112,999 (AA, June 29). Thus, 
0 r uy the aggregate total reported by 
both sources amounted to $30,141,- 
om Page 3) 539, or $23,858,461 short of the ac- 
| we use promo- tual figure reported to GF stock- 
e the sale in the holders. 


GF in ‘5: Had 
Peak Ac Volume | 


(Continued 
visits to stores, 2) 
tion to help ma! 
store itself. 
s (Note: GF’s expenditure of $54,- 
® “As I said earlier, advertising, 900,000 places it in top position 
promotion and selling ingenuity among the 100 leading advertisers. 


Advertising Age, August 3, 1953 


holders that the company’s ’51 ad- 
vertising expenditure was $43,- 
500,000 (AA, July 28, 52). 


ms At the annual meeting, GF 
stockholders approved an increase 
in authorized common stock to 15,- 
000,000 shares from the 6,000,000 
now authorized in the company’s 
certificate of incorporation. 

Clarence Francis, board chair- 
man, said the company “has not 
the slightest notion at this time of 
issuing any more stock, nor of 
having a stock split at current 
market levels.” 

Mr. Igleheart intimated that the 


have been vita] to our growth. As Leading National Advertisers Inc. 
a man who has spent a good deal reported Procter & Gamble in first | 
of time in this particular aspect of position with $38,573,955 last | 
our business,” Mr. Igleheart said, March and GF as second with $22,- 
“I am convinced that this know- 028,540.) 

GF refused to give a breakdown | 
‘of its advertising expenses, and AA | 
Mr. Igleheart’s statement that was told that the company does | 
GF spent $54,000,009 for advertis- not wish to release anything fur- 


‘ing in ’52 came as a surprise to ther on the subject at this time. 

/many in the advertising and pub-| Its first release of advertising | 
lishing fields here. Leading Na- figures was made a year ago when | 
tional Advertisers Inc. reported | ‘Mr. Igleheart reported to stock- 


company may be considering ac- 
quisition of new properties. 

“We are always keeping an eye 
cocked for new business,” Mr. 
| Igleheart said, “and our aim for 
the future is to continue to be a 
growing company. The $69,000,000 
rise in sales during the last fiscal 
year,” he said, “‘was due to greater 
volume and not a rise in prices.” 


® Pointing out that ‘the healthiest 
trees are those which have had 
the most judicious pruning,” Mr. 
Igleheart emphasized that GF “will 
not hold on to a division which is 
not earning sufficiently well to 
justify the capital or one which 
does not fit into this natural pat- 
tern in which GF is developing.” 

This remark apparently referred 
to GF’s recent sale of the Diamond 
salt, Snider condiments, and Gen- 
eral Seafoods divisions as well as 
to reorganization of its sales units 
into three major divisions: GF 
sales division, which markets most 
GF products; Birds Eye division, 
which handles frozen foods exclu- 
sively, and Maxwell House sales 
department, which sells GF coffees 
of all types (AA, July 6). 


e Mr. Igleheart also stressed that 
the packaged food industry has 
grown to the point that today 
more than half of all food pur- 
chased in this country is packaged, 


"I think the cutest thing is the way he says 


‘Solid Cincinnati reads the Cincinnati Enquirer’ 


CIRCULATION (Total, and City & Retail Trading Zone) 
THEN NOW 
DAILY ENQUIRER 
180 F TOTAL 186,796 
a crvaRryz. 
"9 167,222 
160 | TIMES STAR ENQUIRER . ine Post 
-_--" - 
150 peooe™™ apahnguenen ood TOTAL 156,507 
140 a a eee ciyae v2. 
149,657 
Post 9,65 
130 TIMES. STAR 
TOTAL: 151,296 
120 By CY SRT 2, 
10 Le 146,463 
1944 45 46 47 68 #49 «50 «651 «652 ~=«53 
Sowrce: ABC. Publishers Statements, March 31 of each year 


Also getting attention: More and more national adver- 


tisers are recognizing Cincinnati as a morning-newspaper 


town. Proof? More lines of national advertising are 
carried exclusively in the Daily Enquirer than in any 
Cincinnati (Source: Media Records.) 


other daily. 


Represented by Moloney, Rexan and Schmit, Inc 


and that packaged food sales now 
|aggregate $35 billion annually. 

| While dollar sales of all manu- 
|factured goods went up about 
| 500% in the last 20 years, Mr. Igle- 
| heart said, GF’s sales rose 830%. 
| Although inflation was a factor, he 
| said, this sales gain is notable “for 
over the years the amount of food 
the individual eats doesn’t change 
much—only the kinds and the 
form.” 

Anticipating retirement as board 
chairman at the end of this year, 
under the company’s compulsory 
retirement policy of employes at 
65, Mr. Francis reminded stock- 
holders he was attending his last 
annual meeting in that capacity. 
and reviewed his 29 years with the 
company. 


Court Denies Dan Petition: 
Backs Lower Court Decision 


The supreme court of Tennessee 
has denied the petition of Charles 
Dan. president of Newspapers 
South Inc., Memphis, to review the 
decision of the Tennessee court of 
appeals against him in the suit 


/brought by Arkansas Dailies. 
‘newspaper representative (AA, 
|March $). 


Mr. Dan had been an employe 
|of Arkansas Dailies until May, 
| 1952. A contract had provided that 
|he would not solicit business of 
| Arkansas Dailies clients for three 
years after terminating employ- 
ment. The newspaper representa- 
tive had brought suit against him 
‘and the company he had formed 
when he had begun soliciting its 
clients. A chancellor had upheld 
Mr. Dan, but the court of appeals 
reversed this decision. 


WFIL-TV Increases Power 


WFIL-TV, the Philadelphia In- 
quirer television station, has in- 
creased its power from 27 kw to 
100 kw. The increase is the maxi- 
mum effective radiated power for 
low-band v.h.f. stations. 


Baird Associates Moves 


|. Gordon Baird Associates, New 
York, has moved to 41 E. 50th St. 
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In Chicago, it takes 2 — 
is secret of capitalist success! 


No single daily newspaper reaches even half your Chicago-area 


prospects. It takes Two. For greatest unduplicated coverage, one 
must be the... 
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REPRESENTED BY: SAWYER-FERGUSON-WALKER CO,, 


Kroc 


CHICAGO 


:/ SUN-TIMES 


Mey 211 W. Wacker Drive, Chicago © 250 Park Avenue, New York 


CONCENTRATED WHERE MOST OF THE BUYING IS DONE! 


LOS ANGELES, SAN FRANCISCO, PHILADELPHIA, DETROIT, ATLANTA 


Idea suggested by 
HERBERT R. CARPENTER 
2 “7 Mills Industries, Inc., Chicago 


© HAL WINTER CO., MIAMI BEACH 
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NBC Fills Posts 


'meeting of NBC-AM affiliates in 


doctor advised a long rest and 
lighter work load thereafter. 
Brig. Gen. David Sarnoff, chair-~ 


pany, RCA, announced that he 
will assume the presidency of 


* - 
in Split of AM, 
T e 

V Operations NBC until a new president is se- 
lected. He has been actively di- 


New York, July 31—Separation recting the affairs of the network 
of the National Broadcasting Co. for some time. 
radio and television teams contin- 
ued this week amid speculation # This state of affairs has given 
concerning who will succeed Frank rise to a new guessing game in 
White as president. broadcasting circles. But nobody’s 
Mr. White, whose resignation name turns up as an odds-on fa- 
has been rumored for months, vorite for the top NBC post. Among 
made it official this week at a those most frequently mentioned 


_are John K. West, v.p. in charge of 


the network’s West Coast opera- 
tions, who recently returned to 


man of NBC and its parent com-| 


| last January a 
Chicago. He explained that his) 


now is concen- 
trating largely color television 
plans. 

One thing se: 
point: The new 
not be selected 
at least. 


5; certain at this 
3C president will 
r several weeks 


a Mr. White i 
president to res 
en months. Th<« 
of the Mutual 
tem, he was e!: 


ormer president 


vated to the top 


NEC post last Jan iary—six months | 
after joining the company—to fill, 
the vacancy created by the exit of | 
The lat-) 


Joseph H. McConnell. 
ter left to become president of 


Colgate-Palmolive-Peet Co. Mr.) 


White’s resignation is effective 


Aug. 7. He said he hopes to return | 


to the NBC-RCA family later. 
Meanwhile, General 


he second NBC. 
in the last sev-| 


roadcasting Sys- | 


Sarnoff’s | 


Advertising Age, August 3, 1953 


V.P. William H. Fineshriber Jr.,1by V.P. Sydney H. Eiges, will be 
with Ted Cott as operating v.p. for | split. 
|the radio network. One of the first problems facing 
New AM assignments went to Gen. Sarnoff and his new radio 
Fred Horton, account executive team is the affiliates’ clamor for 
who was named director of net- revitalized AM operation. Affil- 
work sales, and John P. Cleary, iates at a meeting in Chicago last 
network program manager who Monday, called to set up a perma- 
was appointed director of network nent affiliates committee and to 
programs. Merrill Mueller, for- discuss programming and _ sales 
merly news editor and commenta- policies, were disappointed that 
tor on “Today” (NBC-TV), was the ranking NBC executive in at- 
named radio news and features 'tendance—Frank White—was there 
executive. Still to be announced | to resign and not to answer ques- 
is an advertising and promotion | tions about the future. 
director for the radio network. In his prepared speech to the 
station executives, Mr. White ex- 
© Principals who have already | plained that Gen. Sarnoff was un- 
taken their place in the TV lineup | able to attend the meeting because 
‘under John K. Herbert, v.p. in|of a White House appointment, 
charge of the television net, in-| put added that the NBC chairman 
\clude George Frey, v.p. and sales| was looking forward to seeing the 


Hollywood after coming east any 
special assignment while Mr. | 
White went to Europe for his 
‘health, and Sylvester L. (Pat) | ting quick action. There were fur- | promotion. 
| Weaver, who was elevated to the| ther appointments this week on the | 


VIEWERS 
MICHAEL CHAPMAN Mfg. Rep. 


BOX 413, WAUKESHA, WIS. ‘post of vice-chairman of the board 


So far, there has been no sign 
radio team, which is headed by | that the press department, headed 
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+444 $240,000,000 
MINERAL PRODUCTION a 

IN ARIZONA esneanaae 
167.3% GAIN J 220,000,000 
$210,000,000 
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e BIGGEST COPPER PRODUCER 
IN THE NATION... 


. .. that’s Arizona, source of 43% 
of America’s copper last year and 
one-seventh of the entire world 
supply! What's more, with the $240 
million now being spent to develop 
* new ore bodies, Arizona will soon 
PA be producing 55% of the country’s 
my copper. Arizona’s 12,800 miners earn 
* a robust average $92 a week, too. 
7th And in the Phoenix Retail Trading 
- = ey Zone where most of Arizona’s mining 
eaeem is done, you reach 9 homes out 
of 10 with the Phoenix Republic 
and Gazette. 


At hi ?' eek #, A 
i “ne? 


THE PHOENIX REPUBLIC & GAZETTE 


Mee a he a ee Ce a a ee 
REPRESENTED NATIONALLY BY THE KELLY-SMITH CO. 


director; Charles C. (Bud) Barry,| station men in September in New 
call for a return to a radio vs. tele- | programming v.p., and Jacob A. 
vision policy (as of Aug. 3) is get- Evans, director of advertising and 


York. 


gw Speaking for Gen. Sarnoff, Mr. 
White described the new separate 
radio organization as it is being 
set up to sell radio and radio only: 

“Of course the success of the 
radio network will depend not 
only on what NBC puts into the 
task but also on what its affiliated 
stations do to meet the problems all 
of us face in radio,’ Mr. White 
said, pointing out that no one is 
certain of the ‘ultimate form a ra- 
dio network will take.” 

He continued: “I am confident 

you appreciate the fact that NBC 
has been operating under some 
serious competitive handicaps in 
radio. There is no need for me to 
spell out to you the necessity of 
developing and adopting more 
flexible patterns to meet the sales 
and pricing patterns of today’s 
competition; of re-examining the 
/amount and placement of our op- 
‘tion time... 
_ “As we develop specific propos- 
j;als for overcoming present-day 
| handicaps and for increasing sales 
‘and audience, we will present these 
| proposals to you in definite form 
and ask for your cooperation.” 


| 


# Named as officers of the affil- 
iates committee—which is really 
a committee of the whole com- 
| prised of all NBC affiliates who 
| wish to join—were Robert Swe- 
|zey of WDSU, New Orleans, chair- 
-man; Harold Essex, WSJS, Wins- 
| ton-Salem, secretary-treasurer; E. 
|'R. Vadeboncouer, WSYR, Syra- 
-cuse, vice-chairman; Milton 
|'Greenebaum, WSAM, Saginaw, 
|Mich., 2nd vice-chairman. 

Mr. Swezey, who headed the 
| study committee which was instru- 
|mental in setting up the meeting, 
will appoint four other members 
to serve as a sub-committee, along 
| with the other officers. This group 
_has requested a meeting with Gen- 
eral Sarnoff preparatory to the 
‘general affiliates conference in 
7 September. 


Gwynne to Replace 
Spingarn on FTC 


WASHINGTON, July 31—President 
Eisenhower today appointed for- 
mer Rep. John Williams Gwynne 
(R., Ia.) to replace Federal Trade 
Commissioner Stephen Spingarn. 

The appointment, for seven years 
beginning Sept. 26, shifts the po- 
litical lineup on FTC to three Re- 
publicans and two Democrats. 

The commissioner-designate 
served in the 73rd to 80th Con- 
gresses and was a member of the 
House judiciary committee. He 
actively participated in studies of 
the Administrative Procedures 
Act, which governs the handling of 
cases by FTC and other independ- 
ent agencies. 

Mr. Gwynne also was one of the 
first House members to sponsor 
legislation reiterating the seller’s 
right to absorb freight charges. 
This bill was introduced after the 
Supreme Court’s decision outlaw- 
ing the basing point price system. 
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It all depends on 
how well you do it! 


There are a lot of good, sound advertising 
approaches. For instance. . . 


e the hard hitting ¢ the light touch 
e the gentle lure © the straight sell 


Whichever is right for your advertising, 
there’s one thing that should always be kept 
clearly in mind. 


Nothing is more dismal than the right 
approach done wrong—nothing more suc- 
cessful than the right approach done right. 


YOUNG & RUBICAM, INC. 


ADVERTISING + New York Chicago Detroit San Francisco 
Hollywood Montreal Toronto Mexico City london 
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NBC’S TV AUDIENCE LEAD OVER SECOND 
NETWORK CONTINUES TO INCREASE 


From the beginning of network television, NBC has consistently 
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led all networks in audience delivered for advertisers. 
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That lead is increasing. 
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In 1952 the average NBC program—day and night—reached 919,000 
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more homes than the second network. In 1953 NBC's average program 
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has increased its lead to 1,312,000 more than the second network 


—an increase of 393,000 homes. 


HOMES REACHED 8Y AVERAGE PROGRAM 1952 1953 
NBC 3,640,000 5,037,000 
NETWORK NO. 2 2,721,000 3,725,000 


RE RE RES 


An ever-expanding audience lead is another important reason why 


NBC is America’s No. 1 Network. 


Next week... further proof. 


NBC’s Audience Advantage is to Your Advantage... Use It. 
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a service of Radio Corporation of America 


SOURCES: Nielsen Television Index, January-April, 1952 and 1953, Average Sponsored Program. 
’ Y-A] i 1] 
Average per-minute audience for both years. 
(Nielsen six minute audience not available in 1952.) 


NOTE: The accuracy of the above data has been verified by the A.C. Nielsen Company. 
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How Important Is an Ad's Shape? 


McCall’s has announced a whole series of new partial-page units, 
some of which are extremely unusual in U. S. magazines of wide- 
spread circulation. 


Among these units are the “checkerboard spread,” embracing four 
quarter-pages positioned in checkerboard fashion on facing pages; 429- 
line three-column units given top and outside position, with no other 
ads below them; two of these units facing and bleeding through the 
gutter to form a “junior spread” at the top of facing pages; and a 
number of other innovations. 

In introducing these unusual units, McCall’s points out that it has 
always pioneered in flexible space units, being sure, of course, not to 
create “jungle” pages which confuse the reader. 

“Even though magazine rates per thousand circulation are lower 
than they were 20 years ago, unit costs to advertisers have been 
steadily rising,” McCall’s points out. “This has forced many advertis- 
ers to curtail schedules or use fewer media. More flexibility in adver- 
tising units will permit more frequency, the use of larger lists and, 
in McCall's opinion, create more advertising use.” 

“The new partial page units are bound to present an interesting 
challenge to the creative people in agencies,” the magazine goes on. 
And certainly this is true. 


Some advertisers and some media will undoubtedly debate, pub- 
licly or privately, McCall's contention that new types of ad units are 
the answer to anything—or indeed, that there is anything in the mag- 
azine advertising field that requires an answer. In general, it seems 
to us that the rule laid down by McCall’s, that “jungle” pages which 
confuse the reader and hurt the advertiser, should be avoided, is 
sound. The trouble is, of course, that there will be a variety of opin- 
ions about what kind of pages constitute “jungle” pages. 

Basically, it seems to us that the shape or position of an ad unit on 
a magazine page falls, more or less, into the category of “gimmicks” 
which Jim Woolf is always warning against. We have a lingering sus- 
picion that an advertiser can say his say just as well in a “junior 
spread” positioned at the bottom of two magazine pages as at the top, 
but we have no objection to the advertiser who prefers his spread at 
the top, nor the magazine which makes such placement possible. 


What we do hope is that not too many advertisers go into the busi- 
ness of torturing a normal sales message into a peculiar arrangement 
merely to take advantage of the availability of such an arrangement. 
If the shape can be used more effectively and efficiently than some 
other shape or arrnngement, fine. But in general the advertising idea 
ought to dominate the shape and size, rather than the other way 
around. 


Who Says the Ads Are Dull? 


People are always saying, somewhat woefully, that business paper 
advertising isn’t very good. It doesn’t look good or read well, or tell 
what the reader wants to know. And, they say, this is particularly 
true of media advertising in the advertising press. 

Well, this writer has been wandering around on the other side of 
the column rules; taking a gander at the advertising which fills the 
spaces where the editorial department has run out of material, and 
his notion is that the notion that media ads are all horrible is just a 
kind of a silly notion. 

Advertising in the advertising trade press isn’t all calculated to 
make you give up the claSsics so you won't miss a word of any adver- 
tiser’s message, but it is pretty bright and sparkling. And not as bom- 
bastic and unintelligent as a lot of people like to insist. 

If you don’t believe us, take yourself a tour of the advertising col- 
umns, and see for yourself. 


—Lichty in the Chicago Sun-Times 
“Rest assured our first concern is for Junior's well-being! We have a physician, a 
nurse and a television repairman in constant attendance!” 


What They're Saying 


Praise for Pioneers knows that in recent years they 
of Industrial Design have been used for almost every 

There are only three essentials conceivable purpose, in the vari- 
—food, shelter and clothing. All °US “commemorative” issues, in- 
other products are bought because |Cluding some that are very silly 
of desire, and the essentials are | indeed. The Department of Agri- 
selected on the basis of desirabil- culture trucks and field repre- 


ity. 

Appearance can create that in- 
tangible character of a product 
which causes it to be desired and 
purchased. 


1920s and ’30s are only today being 
cleared with engineers, designers 
and others of the manufacturer’s 
staff realizing there is no conflict 
of duties. 

Much of the “accomplishments” 
of the consultant designer goes 
back to those days when nobody, 


and the executive who hired the 
consultant, knew exactly what the 


of, or exactly what his value was 
to industry. 

Those designers who survived 
this ordeal of creating a new pro- 
fession were of necessity the more 


men; men still vigorous and recog- 


educated industry through their 
perseverance and intelligent solu- 
tions to each project, we owe gra- 
titude for the benefits both indus- 
try and the public today derive 
‘from products which have been 
thoughtfully designed. 


--J. R. Reinecke, head of Reinecke & 
Associates, Chicago, and president, 


ogy seminar. 


Government Advertising 
Has Wide Possibilities 


| If advertising on government 


trucks, handling mail, or on mail 
boxes, is to be permitted, where 
does this kind of thing stop? Is it 
a proper field for government “en- 
terprise’—one way of expressing 
a frantic effort on the part of the 
government to gather 
revenue? 

_ Why not beer or cigaret ads 
plastered on the side of tanks, des- 
troyers, heavy guns, if the proposal 
to permit ads on mail trucks is 
okayed? Why not sell advertising 
space on new stamps? Heaven 


Early misunderstandings in the. 


including the designer, engineer | 


industrial designer’s job consisted | 


nized as leaders in the profession. | 
Perhaps it is to these men, who) 


Society of Industrial Designers, at. 
a Massachusetts Institute of Technol- | 


in more 


_sentative cars could advertise fer- | 


tilizer or hybrid corn seed. Treas- 
|/ury Department cars could adver- 
‘tise red ink, fountain pens and 
headache pills. Coast Guard and 
Navy trucks and cars at shore in- 
stallations surely would be a fine 
place for outboard motor ads, etc. 


Advertising Age, August 3, 1953 


Rough Proofs | 


“Judge declares Fairfax cigaret 
_a drug on basis of claims of medic- 
inal value.” 
| Maybe this is one item the 
‘supermarkets won’t be able to 
handle. 
| e 

Old Dutch Cleanser chases dirt, 
and maybe with a new advertis- 
‘ing agency it will now be better 
jable to chase its competitors. 


| 


Returning travelers report that 
in Venice the gondoliers have 
abandoned romance in favor of 
production numbers, complete 
with soloists, accompanists and 
loud speakers. 


Republic Steel is producing a 
color movie, “Young Mother Hub- 
bard.” The idea is that Old Mother 
Hubbard sometimes found her 
cupboard bare, but there’s always 
plenty to eat in a Republic Steel 
| kitchen. 


“For gifts you’ll give with pride, 
let your jeweler be your guide,” 
say the watchmakers of Switzer- 
land, who may not be too much 
interested in the business of the 
department stores and mail-order 
houses. 


AA spelled “Plexiglass” with a 
lower-case “p” in a recent issue, 
and no doubt has already been 
reminded by Rohm & Haas that 
this name is still a valued trade- 
mark. 


Just how ridiculous could it get? | 


The whole hog, it seems evident, 


‘if space is to be sold on mail 
trucks, mail boxes, etc. The gov- 
ernment could rent out part of a 
post office lobby for a clam bar 
or a quick lunch counter. The 
thing is endless. How about a lease 


7 
| Homer Smith is described as “a 
man who spent years and years 
'in the agency business and escaped 
| with his sense of humor.” 

| As well as his sense of propor- 


tion. 


for a night club on Army post. 


property? Or sponsorship for Pres- 
‘idential radio and TV _ appear- 
ances? If the government is out 
for advertising money, it obviously 
‘should miss no bet. 


--Editorial in The Day, New London, 
Conn. 


intelligent, forceful and visionary | 


‘They Call It Advertising 


One detergent manufacturer 
\started off with “Gets clothes 
whiter than any soap.” Another 
topped this with “Makes water 
wetter.’”’ Not to be outdone, a salt 
manufacturer implores consumers 
to “try the salty salt—,” and there, 
| we believe, advertising loses some 
‘of its savor. Hope we never live 
to see the bakery advertisement 
‘reading “Buy Blank’s, the bready 
bread.” 


—The Long View, published by The 
W. E. Long Co., Chicago. 


‘How’ Is the Point 

The bets, these days, are not 
being placed on the fellow who is 
complaining about competition. 
They’re being placed on the boys 
who, knowing they MUST beat 
their competition, are figuring out 
HOW to beat their competition! 

—Harry Martin, in Retailing Daily. 


Testimonial Comment 

Is the opinion of a Marchioness 
about sardines of any more value 
than that of a bricklayer? 


—Dr. W. E. Sangster at the 20th con- 
ference of the Advertising Assn., 
quoted in the May 7 issue of Adver- 
tiser’s Weekly, London, England. 


Gen. Joseph T. McNarney tells 
Life, “There are few responsibil- 
ities greater than keeping the 
American public appraised of cur- 
rent events.” 

That’s okay—the public needs to 
be appraised as well as apprised. 


Fax Cone says three booklets 
he found interesting prove you 
should always open the second- 
class mail. 

His secretary probably forgot 
to tel) him these came third-class. 


The Creative Man liked the 
‘fearless realism of a couple of Yale 
| boys who advertised for a job with 
| “remuneration important, future 
secondary.” 

' But they’re not in the mold of 
those two Yale youngsters of 30 
years ago, Harry Luce and Briton 
'Hadden, who were looking for 
backers to help start a weekly 
called Time. 


The use of a snow man in a Lily 
of France foundation ad this year 
didn’t do a thing to cool off Gregg 
Millett, who okayed the same idea 
for a Jantzen ad in 1950. 
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Mail order must produce results... 
So mail-order advertisers choose 
THE INQUIRER in America’s 3rd Market! 


Just one thing about a newspaper attracts and keeps mail- 
order advertisers... resu/ts!’ And advertisers in the mail- 
order pages of THe Prinaperpuia INourrer find their mail 
boxes full of requests for their products. They've measured 
INQUIRER results in dollars and cents. For more than 20 
years, many advertisers have used ‘THe [Nourrer contin- 


uously—and new business-getters join them every week. 


National and local advertisers in America’s 3rd Market. 


The Philadelphia Mrguirer A> 


please note! ENQUIRER mail-order returns point to the pull- 
ing power of all advertising in THe INouirer. In the 
pages of this newspaper, your product will be seen and 
sold. . . at lowest cost throughout booming, bustling 
Delaware Valley, U.S.A. 


More and more, wise advertisers and media men follow the 


example of market-wise mail- OELAWARE 
Page: VALLEY 
order men. They’re scheduling usa. 


bigger sales for their products by lar 
. . . . / veo . 
scheduling more space in ‘THe vA Pet 
von, fh ; 
INOUIRER ... number-one news- | ‘ 
paper all over Delaware Valley. eA 


Philadelphia Prefers 


Constructively Serving the World’s Greatest Industrial Area 


Exclusive Advertising Representatives: 


NEW YORK CHICAGO DETROIT SAN FRANCISCO LOS ANGELES 
ROBERT T. DEVLIN, JR. EDWARD J. LYNCH GEORGE S. Dix FITZPATRICK & CHAMBERLIN FITZPATRICK & CHAMBERLIN 
342 Madison Ave. 20 N. Wacker Drive Penobscot Bidg. 155 Montgomery St. 1127 Wilshire Boulevard 

Murray Hill 2-5838 Andover 3-6270 Woodward 5-7260 Garfield 1-7946 Michigan 0259 


West Coast Representatives: 
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The most important 
merchandising package 
in retailing history 


THE SATURDAY EVENING POST?’ 
NEW FREE MERCHANDISING KI 
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For the first time a national magazine is offering a mer- 
chandising kit to every retailer in America. It is now being 
announced in leading trade publications. It will soon be 
in stores of every type across the nation. It is another 
great merchandising plus for every Post advertiser. This 
all-new point-of-sale kit contains: 


© Window posters © Post product stickers 
© Easel-backed display 
cards © Post logotypes for 
reproduction 


® Post Recognized 


Value stickers e Tested ad-merchan- 


e String tags dising ideas 
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Easel-backed display cards are an important part of every merchan- 
@ dising kit. Retailers will paste Post ads on them for point-of-sale impact. 


Handy string tags tell customers at a glance: Here is a Post Recognized 
@ Value. A tried-and-true method for producing extra impulse sales. 


ate. CD 


Post logotypes and tested ad-merchandising ideas complete the all- 
@ new merchandising kit. A variety of mats is also available on request. 


=" ADVERTISED IN. 
Phe Saturday Evening 


. 


Post window posters will show passers-by that the store is headquar- 
ters for the famous brands they’ve seen in the pages of the Post. 


oa 


Post Re 


~ ie 


cognized Value stickers o 


Post product stickers give retailers still another opportunity to capital- 
ize on national advertising. Urge retailers to use them on your products. 


America’s greatest 


merchandising magazine 


The Saturday Evening 


the heart of America 


A CURTIS PUBLICATION 


ae 


ffer retailers an easy way of 
@ showing they carry the brands their customers can buy with confidence. 
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Singer Advertising Moves 
David Singer Advertising Co. 


moved to larger quarters at 101 W.| Chicago sales staff of Better Liv- 
55th St., New York. ling. 


1,054,748 


} 


} 
| 


| 


? 
3 
3 


‘ON | 
’ THE | 
7” DOUBLE! 


~ That's how The Elks’ circulation 
has grown in the past ten years. 
Today there are 

1,054,748 Elks who read 

and own their favorite magazine— 
more than twice as many 

as in December 1942. 

Advertise to the Elks... 

you'll sell more to this group 

that sells itself so well. 

*net average Dec. 1952—ABC 


490,007 
Dec. 1942 


|Gudgeon Joins ‘Better Living’ California Lithc 
| William J. Gudgeon, formerly 
and Catalog Planning Co. have of Chain Store Age, has joined the 
/closed circuit + 
| graphic operatio: 
be held in the a 
| Times-Mirror, L’ 
Dec. 1952 | ten 27” monitors 


| Industries Assn. will sponsor the 
|meeting, in conjunction with the 


be expanded to 
| Utah, Nevada and Arizona, in ad- 


_Herwood Joins Cabel Eanes 


raphers Meet 
‘nia lithograph- 
i2 will view a 
ecast of litho- 
. The clinic will 
ditorium of the 
Angeles, with 
howing demon- 
viate room, over 
Angeles Printing 


Southern Cali’ 
ers on Sept. 1) 


strations in the 
KTTV. The Los 


Lithographic Technical Founda- 
tion, New York. 


Y&R Shifts Two to L. A. 

Wayne Palmer and William W. 
Belcher Jr. have been transferred 
from the New York office of 
Young & Rubicam to Los Angeles. 
Mr. Palmer will be contact man 
on the Union Oil Co. account. Mr. 


Belcher, who has been in traffic, | 
continues that work on the West) 
Coast. G. Mackie Cornwall, form- | 
erly with Cole & Weber, Portland, 
also has joined the Y&R Los Ange- 


les office. | 


‘Parents’’ Alters Coast Issue 


Parents’ Magazine, New York, 
will change the name of its “Paci- 
fic Coast Edition” to the “Pacific 
Mountain Section” with the Jan- 
uary, 1954, issue. Distribution will 
include Idaho, 


dition to California, Oregon and 


| Washington. Circulation, currently | 


guaranteed at more than 200,000, | 


will go to 250,000. Advertising | 


rates will be advanced from $1,100 | 


a b&w page to $1,375. | 


Norman Herwood, formerly with 
Martin Advertising Agency, New 
York, has been appointed copy. 
chief of the creative department 
of Cabell Eanes Inc., Richmond, 


| Va., agency. | 
| 


_Promotes T. Dow Sanders | 
M A G A Z I N E | T. Dow Sanders, for three years | 
a member of the Louisville staff. 


: 
. of Griswold-Eshleman, has been 

New York * Chicago * Detroit * Los Angeles _ promoted to manager of the Louis- 

| 

| 


THE 


' ville office. 


Radio's 


cROWING 


Because radio delivers the results to advertisers | 


| 
! 
| 
} 


at lowest cost. | 


A recent promotion on a WGN morning program 
brought in 20,156 letters—each enclosing 25¢ 
and a product label. An additional 11,400 came 
without the label due to lack of distribution of 
the product . .. A TOTAL OF 31,556 RETURNS. 


Here again is proof of the pulling power of WGN 
in the middlewest—reaching more homes per 


week than any other Chicago station. 


A Clear Channel Station .. . “ae, - 
inois H 
Serving the Middle West ——— nv Big 
720 2 BAR MN 
MBS On Your Dial “ae i 


Chicago office for Minneapolis-St. Poul, Detroit, Cincinnati and Milwaukee 
Eastern Sales Office: 220 E. 42nd Street, New York 17, N. Y. for New York City, Philadelphia and Boston 
Geo. P. Hollingbery Co. 


Advertising Solicitors for All Other Cities 
Les Angeles—411 W. Sth Street © New York—500 Sth Avenue « 
Chicago—307 N. Michigan Avenue «¢ 


Atlanta—223 Peachtree Street 
San Francisco—625 Market Street 


Advertising Age, August 3, 1953 


Getting Personal 


John Pattison Williams, executive v.p. of Air Trails Network, has 
been reappointed to the advertising committee of the U. S. Chamber 
of Commerce... 


James Gaines, v.p. in charge of WOR and WOR-TV, New York, 
has a fifth child in his family. Named Kit, she’s the fourth girl, born 
July 14...New president of the Publicity Club of New York is Henry 
Schapper... 


George Gruskin, co-head of radio and television at the William 
Morris Agency, is on the mend at Lenox Hill Hospital following a 
leg operation. ..And public relations consultant Harold Wolff is re- 
cuperating at home from a heart attack suffered several weeks 
ago... 


WHIRLYBIRD—Commuters Lowell Mainland, v.p., J. Walter Thompson Co. (left), 
and Howard Willoughby, executive v.p. of Sunset Magazine (center), are greeted 
as the first commuters by helicopter from San Francisco to Sunset’s heliport in 
Menlo Park, Cal. They are greeted by Madelaine Lapham, public relations consult- 
ant; Stanley Hiller, president, Hiller Helicopter Co., and L. W. Lane, publisher of 
Sunset. The helicopter, which will provide a regulor Sunset service, covers the 35 
miles between the two points in about 25 minutes, compared with about an hour and 
15 minutes by automobile. 


John Sattler, eastern public relations manager for Ford Motor Co., 
finally broke the ice. John Jr., born July 23, has three sisters for 
company... 


Jack Glasser, publicity director of Calvert Distillers, heads up the 
advertising and public relations division for the Sister Elizabeth 
Kenny Foundation 1953 fund appeal...Moloney, Regan & Schmitt 
v.p. Ernest A. Mennell is chairman of the newspaper representatives 
division...The Northport, L. I., home of Frank Egidi (he’s with 
Hicks & Greist) is written up in the August issue of Living for 
Young Homemakers. He and his wife Helen did all the interior 
decorating by themselves. .. 


At the same agency, Bob Edens is hobbling around on crutches, 
the result of his gallant try in a soft ball game between the agency 
and the Bureau of Advertising. P.S.: Hicks & Greist won, 23-21... 


BACK HOME—Edward R. Murrow, his eight-year old son Casey and Mrs. Murrow 
are shown aboard the United States, returning from a month’s vacation on the 
southwestern coast of England. 


CBS Television president J. L. Van Volkenburg has been elected 
a member of the board of directors of the Advertising Federation 
of America. ..Twenty-two agency and publishing people got together 
to give a send-off to Douglas Lawder as new national advertising 
director of The New Yorker... 


Several Long Island commuters have solved the summer com- 
muting problem admirably. They take a 23-foot speedboat daily 
from their homes in Manhasset to the East River Pier on 23rd St. 
and insist it’s not only cooler, but shorter. The happy commuters 
include William Koblenzer and John Bachem of DuMont Television, 
and agency partner James McGlone of Friend-Reiss-McGlone. .. 
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ready to work exclusively for you 
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in the markets of your choice... 


Atlanta or Dallas 


*for details and availabilities 
on our stars and shows 
call or wire New York, Chicago, 
Los Angeles, San Francisco, 
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The queen of them all...as mistress of ceremonies and 
often leading lady of Crown Theatre with Gloria Swanson. 
And joining her, many of Hollywood’s finest players 
—among them, Charles Winninger, Claude Dauphin, 
George Brent, Donald Woods. Twenty-six half-hours i 
of top-flight drama produced especially for television. 
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Television’s Pied Piper—with a successful format and 
an established popularity from his daytime show—in 
a new film series, Art Linkletter and the Kids. When Art 
meets kids (the general idea of these 39 quarter-hours) 
adults follow him by the millions. Questions and antics 
that are unrehearsed, uninhibited ... and uproarious. 
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Broadcasting’s longest-running hit (today leading all 
other network shows in its radio version). During its 
run on the CBS Television Network, The Amos ’n’ Andy 
Show gathered more than 16,000,000 viewers a week... 
more than half the total viewing audience! Fifty-two 
half-hours, 13 of them never before shown on television. 


ALSO AVAILABLE: 


The Gene Autry Show 
Files of Jeffrey Jones 
Hollywood on the Line 
The Ranss Rider 
Strange Adventure 
Annie Oakley 

Heliday i Parise 

Werld’s Immortal Operas 
Cases of Eddie Drake 
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Advertising Age, August 3, 1953 


Radio Hits 65% of People in TV Areas, 
Politz Finds in Broadcasters’ Survey 


NEw York, July 30—Ask a cross 
section of the American public to 
list the advantages of radio and a 
great many of them will answer: 
“You can listen while doing other 
things.” 

At least this was the advantage 
mentioned most frequently last 
December and January when Al- 
fred Politz interviewers posed the 
query to 4,985 adults in U.S. tele- 
vision areas. 

Motivation behind radio listen- 
ing was one of the major factors 
which this special study sought to 
determine. The survey, which used 
a probability sample representing 
the 61,660,000 people 15 years and 
over who live in TV areas, was 
sponsored by the 11 stations repre- 
sented by Henry I. Christal Co. 

Data released this week is a 
preliminary report; the final re- 
port is scheduled to be published 
early this fall. 


s The survey area covered 57% 
of the total adult population of the 
country. At the time the inter- 
viewing was done, 72% of the 
people in the survey area had TV 
sets. 


no less than 65 out of 100 people 
in television areas. By the end of 
seven days, it has reached 88 out 
of every 100.” 

Stations which underwrote the 
study are WBAL, Baltimore; 
WBEN, Buffalo; WGAR, Cleve- 
land; WJR, Detroit; WTIC, Hart- 
ford; WDAF, Kansas City; KFI, 
Los Angeles; WHAS, Louisville; 
WTMJ, Milwaukee; WGY, Sche- 
nectady, and WTAG, Worcester. 


‘Friedland to Leave Food Fair 


George W. Friedland, president 


of Food Fair Stores Inc., Philadel- | 


phia, will resign at the company’s 
annual meeting Aug. 25. Mr. Fried- 
land will be succeeded by Louis 
Stein, director and assistant to the 
president. Mr. Friedland is expect- 
ed to be elected assistant chairman 
of the board. 


Florida Promotion Gains 


The out-of-state promotion con- 
ducted by the Florida State Ad- 
vertising Commission has yielded 
responses 33% higher than in 1952 
at this period, according to Rich- 
ard D. Pope, vice-chairman of the 
group. In a recent week, 3,479 in- 
quiries came from newspaper ads, 
1,862 from magazine insertions and 
797 from miscellaneous sources, he 
reported. 


Esquire Inc. Names Lapham 

Robert J. Lapham, formerly with 
Seventeen, has been added to the 
West Coast staff of Esquire, Coro- 
net and Esquire’s Apparel Arts. 
He will be located at the Los Ange- 
les sales office, 3055 Wilshire Blvd., 
recently opened by Jerry Jontry, 
West Coast advertising manager of 
Esquire Inc. 


Mutual Names Miss Graet 

Alma Graef, formerly manager 
of the sales service department of 
Mutual Broadcasting System, New 
York, has been named manager 
of commercial operations for the 
network. 


Mack Joins Douglas Muffler 

Rollin C. Mack, formerly adver- 
tising coordinator of Trend Inc., 
Los Angeles publisher, has been 
named advertising and sales direc- 
tor of Howard Douglas Muffler 
Co., Alhambra, Cal. 


Gallagher Adds Division 


Bernard P. Gallagher, head of 
World Wide Publications Inc. and 
American Business Journals, has 


21 


opened a new brokerage division 
for buying and selling magazine 
properties. The address is 147 W. 
42nd St., New York 36. 


Diesel Power Names Agency 

Diesel Power Inc., Greenville, 
Pa., maker of anti-frost machines 
for fruit groves, diesel engines and 
precision machine parts, has ap- 
pointed Danford & Eubanks, New 
Castle, Pa., to handle its advertis- 
ing. 


(i 
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Consistent High Quality color prints are 
the result of years of specializing on the 
carbro process. 


CHARLES F KUONI STUDIO 
rb Protegraphy. 


CHICAGO 11 
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¢ Telephone SU 7-4483-4 


As to radio ownership, 95% of | 
the sample had one or more radios | 


in working order; 32% had two, 


and 23% from three to seven. The | 


level was highest in the upper in- 
come group, where 99% owned a 
workable radio. Almost all the 
people with college education— 
98% —reported at least one radio 
set in usable condition. 

In addition to home receivers, 
52% of the people had one or more 
cars equipped with radios. 

Politz found that the average 
individual in radio’s daily audi- 
ence in TV territory listens slightly 
less than three hours—about 172 
minutes. Commenting on the list- 
ening-while-doing-other-things 
advantage, the report states: 


@ “Radio’s audience’ themselves 
are acutely aware of its unique 
advantage in this respect; 
15,800,000 people (26%) consider 
it radio’s greatest advantage. To 
2,200,000 (4%) it is principally the 
reason why they have radio.” 

In television areas “between 
breakfast and lunch radio reaches 
12,600,000 people who are doing 
other things besides listening 
(principally housework and driv- 
ing). Radio reaches 9,000,000 while 
they are eating lunch. Between 
lunch and supper it reaches 10,- 
200,000 who are doing other things 
(principally housework and driv- 
ing). It reaches 10,500,000 people 
while they are eating supper. 

“Between supper and going to 
bed the number of listeners-while- 
doing-other things falls off to 6,- 
500,000. At this time 11,100,000 
other listeners are doing nothing 
also; they are concentrating solely 
on radio.” 


@ The report analyzes the where- 
people-listen picture in great de- 
tail, with several subdivisions for 
at-home 
ing. Most of the people did the 
latter type c_ listening in their 
cars. 

The report emphasizes the ever- 
present nature of the medium. It 
points out: “In television areas 
29% of all adults start the day in 
radio’s audience before breakfast. 
As the day goes on some drop out 
and are replaced by others. Some, 
who were listening and dropped 
out of the audience, resume their 
listening after a short or long 
lapse of time and, often as not, in 
a different place. 


es “All day long the audience 
changes. But all day long it also 
accumulates until by the time peo- 
ple go to bed, radio has reached 


some | 


and out-of-home listen- | 


%, of total 
WIR MARKET DATA US market 
A ee Ter Tre 12,601,300 8.3 
LL Por ere eee 3,785,540 8.6 
Farm Radio Homes .................00- 328,990 5.9 
RRSP er ee ee ere ee $ 3,266,766,000 9.4 
SSE ere . .$13,613,431,000 93 
IT ho A Shy er a ie eka $ 464,447,000 10.3 
FILLING STATION SALES............... $ 739,614,000 16.1 
Passenger Car Registrations.............. 4,116,934 10.2 


Throughout the year this area accounts for an important 
part of all filling station sales. And because this rich 
market area is the Midwest’s number one vacationland, 


your sales potential here almost doubles in 


summertime. Sell your filling station items forcefully 


and economically 
voice that effectively 


Use WJR, The 


Great 


this summer with the single sales 
covers the Great [Lakes area. 
Voice of the Great Lakes. 


Contact WJR or your Christal representative today. 
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ALMOST 10 PER CENT 
@F ALL OF THE NATION'S SALES 
TAKES PLACE IN WJR'S 
PRIMARY COVERAGE AREA 
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Radio Network 
0 watts Clear Channel 
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WIR, Fisher Building, Detroit 2, Michigan 

WIR, Eastern Office: 665 Fifth Avenue, New York 22 
Represented Nationally by the Henry |. Christal Company 
Canadian Representatives: Radio Time Sales, (Ontario) Ltd. 


Radio— America’s Greatest Advertising Medium 
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Boosts Shealy to Ad Head 
George A. Shealy, art director, 


Brumberger Appoints Wexton | 
Brumberger Sales Corp. has) 


has been promoted to advertising ‘appointed Wexton Co., New York, | 
director of Rogers Lingerie, New | to handle advertising for its line) 
York. He will retain his position | of slide projectors and accessories, | 
as art director. Ruth Miller, form-| | stereo, darkroom and movie equip- 
erly with Kaylon Inc., New York, ‘ment. Consumer and trade media 
will work with Mr. Shealy in a will be used. Seymour Kameny 
publicity-promotion manager ca- Associates, New York, is the pre-| 


pacity. 


/vious agency. 


Department Store Sales... 


Sales Gain 2%, Look Good in Doldrums 


WASHINGTON, July 28—U.S. de- across the nation left dollar wale! 
| partment stores stayed narrowly ume averages for the four weeks | 


ahead of last year in sales volume ended July 18 at 4% above 1952. | Q 
But at this rate, the big retailers | Le 
cording to the Federal Reserve might well get by a threatened || 


for the week ended July 18, ac- | 
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in the Rural Southwest finds 
interest in the 


Everyone 
something of personal 
Farmer-Stockman! 


Consider the livestock exhibitors and 
buyers, for example. They know that the 
Farmer-Stockman has a full-time “ring” 
man who travels thousands of miles 
throughout the Southwest each year. They 
know this because he attends their livestock 
meetings and sales. He is a personality in 
the business. Often, he has helped bring 
breeders and bidders together to their 
mutual benefit. 


403,384 
WONGE cies te ker 221,412 
Oklahoma ......... 123,734 
0 Pe es 24,315 
Sn oewaerckasé 20,565 


E the Farmer-Stockman 


es ee 


, OMPLETELY NEW ‘53 FORMAT 
GIVES ADVERTISERS 
sucH ADVANTAGES AS: 


STANDARD PAGE SIZE 
LOWER PAGE RATE 

: 4 COLOR RATES. 

HIGH READERSHIP 


OKLAHOMA Cli 


The Daily Oklahoman ¢ 


eyes a (oe nt eee ee 


Yes, the “ring’’ man _ represents the 
Farmer-Stockman in every livestock activ- 
ity. His presence at sales gives the bidding 
a “lift.” His department in the Farmer- 
Stockman gives readers, breeders and buyers 
a “lift.” This spells results for Farmer- 
Stockman advertisers. 

The Farmer-Stockman is the only farm 
magazine of general circulation in the 
Southwest offering such FULL SCALE 
LIVESTOCK SERVICE! 


SUBSCRIBER FAMILIES 


ae 4,772 
New Mexico ....... 4,529 
Other States ....... 4,057 

A ee 403,384 


Serving the Rural Southwest for 42 Years 


TY, OKLAHOMA @ DALLAS, 


Owned d by The Oklah Publishing Company 
SSideose * Olidens sy WKY Radio & WKY-TV 


Oklahoma City Times 


TEXAS 


Board. summer slump with only minor 
N \t¥ Sales recorded in the July 18 damage to what has been a record 
\ \ 3 € cS - week were 2% larger than in the year so far. 
42a corresponding week a year ago, | % Change from 52 
qontt sv eh _roP 3} 1S the board reported (though they pedersi Reserve july July July 
wu gv ‘s me & ner? also represented a decline of near- District, Area and City sn B 
Zor ni? _ vv per™ ly 9% from the volume recorded UNITED STATES . a 2 
pote yar dOP oon 4 at in the July 11 week of this year). Boston District | : 3. 2 
uy (ne por? Va) 3 ynco™ Helping to bolster an otherwise —_Lowell-Lawrence ........ a ae 
coum oun 3 it or iw ** limp week was the 5% gain shown Cities 

ysis © 49 2 qf ye © gote” ee in the New York district. This was pt sce ee —- 2 2 |g 
- are?) poy? ortec™ uric™ 13 = its second in a row, and in sharp Seestienes issih nnn 0 6 —3 
ane pid eit? un a sae?’ contrast with the zero showing of New York District...  — aa 

{2 ani? . wo ove New York’s big stores for the | Metropolitan Areas 
out gpare* whole year to date. Only two other ne ane ll Peesinniesaessascnaceece 2 - rod 
“ districts showed gains of more _ syracuse ... 3 6 
‘than 3%—Cleveiand (4%) and yn Sei a P ; 

CW ZOPK ccccccccccsccrssscvees 
The AKRON BEACON JOURN AL Philadelphia (5%). mma 12 7 «#12 
$$ — The rather slack week’s showing Philadelphia District .. m 5 
+ * . « 
Only farm magazine of general circulation in Southwest 


DEPARTMENT STORE 


SALES INDEX 


1947-49 equals 100 


*Not Available. 


John D. Hayes, v.p. 
lic relations. 


New York. 
ABC Appoints Shupert 


Cothran Co. Bows in N. Y. 

Cothran & Co., public relations 
consultant, has opened offices at 
270 Park Ave., New York. While 
the company will specialize in in- 
dustrial public relations, through 
its South American offices, it will 
handle advertising also. Principals 
are Ben J. Cothran, president; 
(overseas), 
and Franklin Greene, v.p. of pub- 
Formerly all were 
associated with Elser & Cothran, 


Week to July 18, ’53*..p84 
Week to July 19, ’52*....82 
Week to July 11, ’53*....92 
Week to July 12, ’52*....83 
Week to July 4, ’53....79 
Week to July 5, ’52*....79 
*Not seasonally adjusted. 
pPreliminary. 
j 
City 
Philadelphia ................. 19 14 6 
Cleveland District .......... a 16 4 
ee Areas 
Akron ...... piacauaaincinens 6 2 
Cincinnati 17 8 
Columbus 17 0 
Toledo 8 —2 
Erie 22 5 
Cities 
a 9 25 6 
Pittsburgh ............. * 3 ll 5 
Richmond District ........ 6 rm —2 
Metropolitan Areas 
Washington ................... 7 9 -—6 
Downtown Washing- 
EE a 10 5 —8 
MRO sicscicosnssccssssssee 8 6 3 
I sicicisenacscdcicieine 8 1 0 
Atlanta District ............ 3 vil 0 
Metrepolitan Areas 
Birmingham ..............+. 1 13 —2 
Jacksonville -—9 1 -—3 
| er —3 19 5 
BE | Saidinechiovoceapsiesenss 16 r4 —2 
MII actcstriivconciesinsaians —25 20 —15 
New Orleans. ................ 3 7 —4 
SIE Sainaiicsenstanssvonsines 17 7 -9 
Chicago District ............ 0 17 3 
Metropolitan Areas 
ae --5 20 0 
Indianapolis 13 9 6 
po | | orn + 20 12 
Milwaukee —5 155 —5 
St. Louis District ..... —6 14 1 
Metropolitan Areas 
Little Rock 6 —3 
Louisville ....... 1l —6 
St. Louis ......... 17 3 
| EREES rere 1 -—2 
Minneapolis District .... 3 5 —2 
Metropolitan Areas 
Minneapolis-St. Paul 3 5 —2 
Minneapolis City .... 0 8 —6 
BE. PRUE CIE cecesccsesee 0 4 
Cities 
Duluth-Superior ........ 9 9 2 
Kansas City District .. —16 r8 0 
Metropolitan Areas 
IE acccontscitnaminicecibaeed —10 6 5 
IIE, Scopdavapuesesrusdesinnscs —24 15 ° 
TEED sixextasseansornsiacncns —21 6 4 
iii? SNEED sncsacacsécxintowces --4 1466—5 
Oklahoma rand Peli siden —15 -2 — 6 
IED: Rkiadec incheassertoateasinsess —12 14 —3 
City 
eS | re —20 11 2 
Dallas District ............ —12 6 1 
Metropolitan Areas 
IE: & Nedestacesceausiisescacces —12 12 4 
St AE ss ccntivccbdtpcubisininnne —12 4 --15 
ED HO IIE icesiesessesconcnas —14 -—3 —7 
RINE itachi csterpnasbenciied —il4 7 6 
ee eee 0 -6 —4 
San Francisco District ..§ —4 9 0 
Metropolitan Areas 
Los Angeles ................ 5 12 4 
Downtown Los Ange- 
tl ski casceuicuacamniemnae —3 0 0 
Westside Los Ange- 
SIT -anecansorsssuGurbianstabietiaionss 6 18 1 
SR SD > cncnsinasccrsmiorpieseee —17 6 —9 
San Francisco-Oak- 
BEE ‘sdinciseeencusinnienier —l1 7 0 
San Francisco City. —12 2 -3 
Oakland City ............ —9 15 5 
SII, ecisnsenttesessdsnsinte —9 5 —6 
Salt Lake City ............ —10 —1 —7 
TEE: “Anedcwictens <i 1 4 
Spokane —13 4 -—2 
r—Revised. 


George T. Shupert, formerly v.p. 


and general manager of United 
Artists Television Corp., has been 
appointed v.p. in charge of syndi- 
cation for American Broadcasting 
Co., New York. In his new post, 
Mr. Shupert will direct the sale of 
film packages to television stations. 


ee Joins Laufman & Co. 

John A. Miller, formerly an ac- 
‘count executive of Columbia 
| Broadcasting System, has joined 
_ Herbert S. Laufman & Co., Chicago 
| television producer, as an execu- 


tive producer. 
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PHILADELPHIA CITY ZONE 


THE EVENING BULLETIN. 


1S THE DAILY NEWSPAPER WITH _ 


THE LARGEST CIRCULATION 


See er 


wars 


PHILADELPHIA 8-COUNTY 


IS THE DAILY NEWSPAPER WITH. 


: Oa tens ea 
| 


‘Delaware Valley,” ‘‘The Workshop of 
the World,” “The New Eastern Industrial 
Metropolis”. ..no matter what you call it, 
one fact is always the same: 

In the Greater Philadelphia Market 
The Evening Bulletin is the daily 
newspaper with the largest circulation 


In Philadelphia nearly everybody reads The Bulletin 
THE EVENING BULLETIN 


’ 
* 


: Advertising Offices: Philadelphia, Filbert & Juniper Sts.; New York, 285 Madison Ave.; 
° Chicago, 520 North Michigan Avenue. Representatives, Sawyer Ferguson Walker 
: Company in Detroit + Atlanta + Los Angeles «+ San Francisco 
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Jack Reiss, Former Publisher of ‘Quick,’ 
Joins Oakes to Produce Consumer Catalogs 


Cuicaco, July 29—Jack Reiss, 
publisher of Quick until the Cowles 
pocket-size weekly folded June 1, 
has returned to the publishing 
field. 

His new title is publisher of 
Oakes Consumer 
Catalogs, which 
are designed to 
fill the gap be- 
tween national 
advertising and 
merchandising at 
the dealer level. 

In his new post, 
for which he 
turned down an 
executive spot on 
Look, Mr. Reiss 
will expand the 
line of consumer catalogs pub- 
lished since 1941 by Oakes & Co., 
Chicago hardware broker. So far 
the line includes books on toys, 
fishing tackle and housewares. 

As an independent publisher 
Oakes has no financial link with 
any manufacturer or jobber, thus 
assuring that the catalogs do not 
violate Robinson-Patman Act pro- 
visions against unfair advertising 
allowances, On the contrary, Oakes 
has figured out a way to make 
money on its catalog promotion 
plan in the same way as magazines 
—from advertisers and subscrib- 
ers. 

Here is how the plan works: 

In the case of “Santa’s Own Toy 
Book,” the toy catalog, some 67 
toy distributors earlier this year 
signed up for the Oakes promo- 
tion package. They were assured 
protected territories, option to buy 
in-store display material plus a 
listing in a three-page, four-color 
ad to run in the Nov. 15 Life. 


Jack Reiss 


s The distributors voted on which 
toys they wanted included in the 
1953 book. Oakes then contacted 
manufacturers of the toys, pointed 
out that a distribution net had 
been set up and sold space in the 
catalog. Nearly 300 items are list- 
ed in its 32 pages. 

The catalog now is being sold 
to retailers by the distributors. 
They point out that many of the 
toys listed are backed by national 
advertising, mention the Life ad 
and play up the point that all toys 
in the catalog have been picked by 
experts. 

Oakes expects to print between 
4,000,000 and 5,000,000 copies, im- 
print them with names of individ- 
ual retail outlets and sell them to 
the distributors. The distributors 
in turn will bill the retailers, who 
will give the catalogs to local pros- 
pects. 


oe 


Screenless Printing! 


the BLACK BOX 
method of 


fine Color Printing 

for Black and White) 
gives you faithful 
reproduction in any size up 
to 40x60” at unbelievably 
low cost! Used by leading 
National Advertisers 


Get the facts! 
BLACK BOX 


BLACK BOX PHOTO 


& COLLOTYPE STUDIO, inc. 
845-53 W. ERIE $T., CHICAGO 22 


Nome + 
Address 
City 


| toy book, first in the Oakes line. 
From a printing o/ about 1,000,000 
in 1950, the catalog grew to 2,092,- 
As Jack Reiss sees it, the mer- 000 copies in 1952. Last year’s out- 
chandising program makes every- put is expected to be doubled this 
one happy: Oakes makes a profit; year. 
on the book. Manufacturers get a_ 
reminder of their products into s Last spring “Good Fishin’” was 
the home which supplements na- | brought out for the first time. The 
tional advertising and emphasizes) press run totaled 400,000 and a 
where to buy the toys. |survey of retailers showed that 
Distributors get a complete mer- | 88% believe that the fishing tackle 
chandising promotion tailored to! catalog brought morc traffic and 
their requirements. Small retailers more business to their stores. 
(most of them are in towns under’ First edition of the housewares 
10,000 population) get a practical catalog, “Better Homeware,” came 
means of competing with depart- out recently for distribution this 


in with manufacturers’ national dicated housewares catalog, say 
campaigns. | Oakes executives who aim at sales 
The success of the plan may be of 1,000,000 copies this year. 


judged from rece:t growth of the| 


ment store advertising and also tie fall and winter. It is the first syn-. 


t 


| Already Jack Reiss is working 
'on plans for additions to the cata- 
log line. While he isn’t tipping his 
hand yet, his background with 
Cowles and before that with Time 
Inc. can be expected to produce 
successes to match those of Oakes’ 
‘three current books. 


Greene-Haldeman to Caples 


Greene-Haldeman Ca., Los An- 
geles, Chrysler-Plymouth dealer, 
has named Caples Co., Los Angeles, 
to handle advertising for new, used 
and leased car sales. Newspapers, 
radio and television will be used. 


Stevenson Heads Agency 


Robert L. Stevenson, a v.p. of 
Advertising Syndicate of America, 
Pittsburgh, has been elected presi- 
| dent. 
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Super Ads to Get Prizes 


A highlight of the mid-year 
meeting of the Super Market In- 
stitute at Hollywood Beach, Fla.., 
| Nov. 3-6, will be awards given by 
McCall’s for outstanding news- 
paper advertising by supermarkets. 
' Awards will be given “for distin- 
| guished service to the community, 
to the consumer, to the farmer and 
to nationally advertised brands.” 
Fish Joins William Spitz 

John I. Fish Jr. has been ap- 
/pointed a member of the copy 
staff of William Spitz & Co., Syra- 
cuse agency. 


Ward Boosts Gillespie 

_ W. Y. Gillespie has been pro- 
moted to retail advertising mana- 
ger of Montgomery Ward & Co., 
| Chicago. 
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Three Join New ‘Judge’ 
Frederic F. Austin, formerly 
business manager of American 
Girl, has been named v.p. and 
business manager of Judge, which 
David N. Laux will revive Oct. 21 
(AA, July 27). Gerald Frisch, for- 
merly with U. S. News & World 
Report, will be assistant to the 
publisher, and Al Catalano, pre- 
viously with Macfadden Publica- 


tions, will be art director of the 


weekly. 


New Addressing Cards Bow 

Paper index cards in continuous 
form, for insertion into Addresso- 
graph frames, are now available 
from Addressing Machine Co. of 
California, 618 Mission St., San 
Francisco. The Quik-Kards, which 
fit all Addressograph machines, are 
claimed to save time and minimize 
errors. 


ARF Looks Hard at Motivation Research, 
Has ‘Mixed Emotion,’ Calls for New Tools 


New York, July 28—Advertising 
Research Foundation took a long, 
hard look at the problems involved 
in its current motivation research 
project—and suffered a mixed 
emotion, “between amazement and 
disbelief.” 

Dr. Wallace F. Wulfeck pre- 
sented the anonymous but well- 
located feeling to his ARF fellow 
directors, in the name of the ARF’s 
committee on motivation research, 
of which he is chairman. More- 
over, he went on to explain where 
its two emotions came from: 

“Disbelief,” he said, “because of 
the many intangibles with which 


we would have to deal, and amaze- 


ment at the devious complications | 
involved in attempting to interpret | 
the results of research from at) 
least four scientific disciplines, 
each of which are, to some degree, 
split into schools or systems of 
thought.” | 
s Dr. Wulfeck and his fellow re-_ 
searchers, he pointed out, are for | 
the most part psychologically | 
orieyted, and yet are obliged to use | 
at least three other disciplines— | 
sociology, cultural anthropology 
and social economics—in their ex- | 
plorations. 

The big problem, he said, is to 


sumptions made by the various 
schools of thought in each of the 
disciplines. “In psychology alone 
there are perhaps five or six rec- 
ognized systems,” he noted. 


To help clear up the initial con- | 


fusion, the ARF research head had 
two proposals to make. First, he 
suggested adding a few more peo- 


ple who can “expand our mutual | 
background and the scope of our 


investigation.” 


® Second, he urged the ARF hoard 
to approve the following “tool de- 
veloping” program: 

1. The development of working 
definitions of the concepts (a) mo- 
tive; (b) motivation; (c) motiva- 
tion research. 

2. The preparation of a glossary 


25 


technical fields involved, and 
written in the language of the lay- 
man, 

3. The preparation of a working 
bibliography in the field. 

4. The preparation of a directory 
of people and organizations who 
have worked, or are willing to 
work in motivation studies. 

In conclusion, Dr. Wulfeck as- 
sured the board that his commit- 
| tee’s “mixed emotion” did not in- 
clude a sense of discouragement. 
“Far from it,” he told them, “for 
_we believe that there is ‘Gold in 
|them thar hills’ if we can learn to 
mine it at a profit.” 


‘Transporte Moderno’ Bows 


| First issue of Transporte Mo- 
|derno, Spanish language materials 


understand the underlying as- of terms cutting across all of the |handling magazine, dated August, 


_ feaches more men 


responsible for the Plant Engineering function 


THAN ANY OTHER INDUSTRIAL MAGAZINE 


1. CIRCULATION GROWTH . . . Over 36,000 plant engineering men now receive Plant Engineering 
regularly. The rapid expansion of industrial plants in the past four years continues to set new goals in 
circulation for Plant Engineering. Only by this continued growth can a magazine provide top coverage 
of this important buying function. This coverage is unmatched in the industry today. 


= 2. PLANT COVERAGE GRowTH .. . Over 24,000 plants are now being reached by Plant Engineering with 


employees of 100 and over. This is the lowest cost plant coverage you can buy. 


3. EDITORIAL READERSHIP GROWTH . . . Each month our large request for reprints, letters of 


commendation prove the high readership of Plant Engineering. There is no mystery about this... 
it’s because Plant Engineering is field edited . . . for the men responsible for the plant engineering 


function. There are no waste editorials. 


4. CONTINUOUS ADVERTISING GROWTH . .. While many other industrial plant trade magazines have 


~- ~ . . . “- . ‘ 0 oa 
leveled off or lost position over 1952, Plant Engineering’s advertising has increased 20% over 1952. 


For more detailed information of Plant Engineering's value to your advertising 


program, write Technical Publishing Co., 110 South Dearborn St., Chicago, Ill. 


Remember: Sell the Plant Engineer and Youve Sold Your Product! 


1953, went into the mails to 22.000 
plant engineers, materials han- 
dling men, cargo managers, and 
distributors in Latin America at 
the end of July. It is published by 
Export Publishers Co., New York, 
and has 46 illustrated pages in 
| Spanish with an eight-page Portu- 
| guese supplement for Brazil. Paul 
|Green is publisher of the new bi- 
|monthly, which has a one time 
| b&w page rate of $480. 


Pepperell Boosts Sheets 

| Pepperell Mfg. Co., Boston, 
manufacturer of Lady Pepperell 
sheets and Pepperell fabrics, wil] 
run a color spread and pages in 
eight magazines in an August-fall 
drive to spark consumer interest 
in colored sheets. The spread will 
appear in the Ladies’ Home Jour- 
nal; the pages will run in Better 
|'Homes & Gardens, Good House- 
| keeping, McCall’s, Sunset Mag- 
| azine, Today’s Woman, Woman's 
Day and Woman’s Home Com- 
panion. Benton & Bowles, New 
York, is the agency. 


Direct Mailers Name Power 

William Power, advertising 
manager, Chevrolet division of 
General Motors, Detroit, has been 
/named general chairman of Direct 
|Mail Advertising Assn.’s 36th an- 
nual convention to be held Sept. 
30 through Oct. 2 at Detroit. An 
estimated attendance of 1,000 is 
expected at the convention, ac- 
cording to DMAA president Lester 
Suhler, subscription manager of 
Look. 


| 


Cooper Names Brennan 


Thomas G. Brennan, previously 
with Young & Rubicam, has been 
added to the staff of Frank Cooper 
Associates, New York radio-TV 
| program producer and sales repre- 
sentative. 


NATION'S LARGEST TRADE TERRITORY 


EL PASO 


RETAIL TRADING ZONE 


24 counties of West Texas 
and New Mexico 


Population 


Families 142,900 
Circulation 84,896 


Coverage Ratio 59.2% 


The Zi Paso Times 


An Independent Newspaper 
Morning and Sunday 


El Paso Herald -Post 
A Scripps-Howard Newspaper 
Evening 


555,200 


TWO Separate Newspapers 
- 30¢ Line BUYS BOTH! 
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Brandt Designs Simple Version of Camera 
to Record What Eye Sees in Tests of Ads 


Cuicaco, July 28—Agency re- 
search men have a new tool with 
which to belabor copy chiefs when 
the argument reaches the level of 
who reads what in which ad. 

A camera has been devised to 
record eye movements co film, 
thus showing exactly what portion 
- of an ad the viewer looked at and 
how long each piece of copy or art 


of eye movements is not new— 
Dr. Brandt created a stir among 
research circles in the early ’40s 
with his findings, subsequently 
published in his book, “The Psy- 
chology of Seeing” (1945). 

But the $750 camera brings the 
cost to a reasonable level, com- 
pared with his earlier bi-dimen- 
sional camera. 


attracted him. The inventor is Dr. | 


Herman F. Brandt, psychology 
professor and former Look director 
of visual research. 

The use of photographic records 


SiMPSON-REILLY, LTD. 
s Publishers Representatives 


sed: i 
We ‘ 
. 


LOS'ANGELES HALLIBURTON BLDG. 
SAN FRANCISCO CENTRAL TOWER 


® Operation of the device has 
been simplified and analysis of re- 
sults to determine what the eye 
saw is a process merely of tallying 
data recorded by the camera. 
| When it comes to why the eye 
saw what it did and how an ad 
should be altered to make more of 
an impression, however, various 
schools of research come out with 
their pet theories: Even the new 
camera is only a tool, no more cre- 
ative than a slide rule. 

Dr. Brandt’s camera, and a simi- 


|lar device which records the same 
|data through a battery of photo- 


electric cells and uses a punched 
tape instead of photographic film, 


is marketed by C. F. Stoelting Co., 


manufacturer of psychological 
testing equipment. The doctor is 
director of Stoelting’s Institute of 
Visual Research division. 


® The inventor has based his ad 
testing procedure upon the prin- 
ciple that the eye sees clearly only 
an area within a small circle at one 
time. At normal reading distances, 
the circle is about 2” in diameter. 


The subject reading an ad under | 
test conditions wears a pair of. 


dark glasses which block side vi- 


sion and compel him to move his | 


head to change the field of vision 
beyond a tiny circle. A lamp fixed 
to the top of his head throws a 
beam of light upon a dummy of the 
ad as he reads it. A 16mm camera 
records the movement of the light 
focused upon the dummy, the 
movement corresponding to the 
movement of the eyes. 


District Sales 


says this 
about Tacoma: 


“NOW, MORE THAN EVER, 
TACOMA IS AN IMPORTANT. 
MARKET for KELLOGG PRODUCTS” 


Joseph T. Farnham 


Manager 


Pacific Northwest Territory 
KELLOGG SALES CO. 


“As Kellogg sales manager for the Pacific North- 
west, I realize that Tacoma is a separate, distinct 
market,” Mr. Farnham said. “A complete merchan- 
dising job in the Puget Sound area demands local, 
on-the-spot coverage of Tacoma. When discussing 
regional problems with our national sales executives, 
I emphasize these facts, and ask for sales promotions 
in Tacoma in addition to those in Seattle’. 
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THINK TWICE ABOUT TACOMA! 
a@ separate, distinct, important market. 
It's covered ONLY by the dominant 
News Tribune. That's why—on Puget 
Sound—you need BOTH Seattle and 
coverage 
Ferguson, 


It's 


Ask 
Walker Company. 


every time. 


— you ll always buy 


ged; 
cama ET: cs, 9 
j toe! -s, ¥ 


aes 


Analysis of the developed film 
permits the research man to learn 
how long each part of the ad was 
viewed, in what sequence and how 
often. That’s when he starts argu- 
ing with the creative men in the 
agency. 


|@ The camera also can be used to 
record relative reader impressions 
of two or more ads or the effect 
of position of an ad on a page. 

What have these camera studies 
of eye movements shown? Dr. 
Brandt has draw conclusions over 
a 15-year period concerning which 
he is emphatic: 

Color: Color is an attention get- 


|is a distraction. “Very often it gets 
you there [to the ad] but doesn’t 
do more,” Dr. Brandt believes. “It 
|should be good enough to get you 
there and let you go on to the rest 
| of the ad.” 

Art: “The worst ad I ever saw 
was one for an automobile. It 
showed a girl on a diving board. 
|Most of the men we tested kept 
| looking at the girl and never read 
| the ad.” 


| Headlines: They should be short. | 
| “The eye moves only three times | 


_in the same direction before it 
| wants to go a different direction.” 
| Position:Studies by several re- 
|searchers have produced varying 
findings, but Dr. Brandt flatly de- 
'clares that there is reader pref- 
erence for the left side, with upper 
| left rating highest. 

On the question of how good is 


research, Dr. Brandt, as could be) 


,expected, advises “pretesting and 
| polishing before publication.” 


“There are laws of seeing,” he. 


declared. “We did not make them, 
but we can use them. Let’s stop 
| Suessing and let science speak.” 


‘AA’ Ad Skips Mr. Dowd 


| In an advertisement on Page 80 


Bennett Bates as v.p. and copy 
director of Redfield & Johnstone, 
New York. Mr. Bates’ agency is, 
of course, Dowd, Redfield & John- 
stone, of which John C. Dowd is 
president. 


Putman Promotes Oestmann 
Charles H. Oestmann, mid- 
| western sales supervisor for the 
publications of Putman Publishing 
Co., Chicago, has been promoted to 
sales manager of Food Processing. 


Katz Appoints Murray 

Robert P. Murray, formerly with 
Branham Co., has joined the radio 
\sales staff of Katz Agency, New 
| York station representative. 


ting device; used improperly, it. 


‘of the July 27 issue, AA identified | 


Oe rule 


Advertising Age, August 3, 1953 


Business Men Don’t 


Expect Depression 
This Year: NICB 


New York, July 28—A survey of 
189 major industrial executives, 
conducted by the National Indus- 
trial Conference Board, shows lit- 
tle indication of a serious economic 
decline this year. 

Business executives, the survey 
found, expect keener competition 
but higher dollar profits despite 
narrowing margins for the re- 
mainder of this year. 

On prospects for new orders, 
43% of the executives who an- 
swered the questionnaire expect 
the volume of bookings in the sec- 
ond half to exceed orders placed 
in the comparable 1952 period; 
29% expect a decline and 28% 
foresee no change. 

More than half of the executives 
who estimated profits before taxes 
expect them to exceed comparable 
1952 figures, although many feel 
that profits per sales dollar may 
decline. New products and in- 
creased capacity are counted on 
by some companies to bolster prof- 
its. 

Billings in the second half of 
,’53 exceeding those of the like ’52 
period were predicted by 59% of 
the reporting executives. 

Order cancelations were found 
,a negligible influence with 84% of 
the companies. Order backlogs 
were reported as tending down- 
ward, on the whole, and inventory 
|problems were reported under 
control. 


AMA Seeks Exec Director 

The board of directors of the 
American Marketing Assn. has au- 
‘thorized appointment of a perma- 
nent executive director. A special 
committee, headed by Gordon A. 
Hughes of General Mills, has been 
‘appointed by Neil H. Borden, 
|Harvard University, president of 
| AMA, to suggest a candidate and 
{to represent the association subject 
to final approval by the board. It 
‘is expected that a candidate for 
the position can be approved by 
' September and that he will be able 
to assume his duties on or near 
the first of the year. 


Names H-R Television 

H-R Television has been ap- 
pointed national representative for 
WOKY-TV, Milwaukee. Affiliated 
with ABC and DuMont, this sta- 
tion expects to begin telecasting 
in mid-September. 
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Outstanding Merit and Distinction in Production of Decalcomania Lithography 


For the second straight year the decal industry has been invited to 
compete in the Lithographers National Association Awards... and 
for the second straight year we proudly acknowledge the winning of 
FIRST PLACE in this competition by The Meyercord Co. 


It is important to you to know 


that The Meyercord Co. has been 


honored by expert judges recruited from top levels of the graphic arts. 
When you bring your decal transfer problem to Meyercord you are 
sure you will receive the counsel of carefully trained and experienced 
people ... backed by the finest and most complete laboratory and 
production facilities available. Count on Meyercord to produce 
exactly the right decal for every commercial surface and finish. 


Your inquiry is invited . .. Write us about your problem today! 


| THE MEYERCORD Co. 
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One newspaper pins down the Milwaukee market with 


92% COMMRACE 


If we could stick an over-size map pin in the 
roof of every Journal home in the Milwaukee 
metropolitan area, it would look like this. 
The Journal is carrier-delivered to more 


than four times as many homes in the area 


as any other paper on week days, and six 
times as many on Sunday. This saturation 
coverage, plus “all-family” readership and a 
sensationally low milline rate gives an ad 
budget a real break in Milwaukee, 


THE MILWAUKEE JOURNAL 


Leading U. S$. Newspaper in Ad Linage Since 1949 
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* 
Starting October 21st as a 25¢ weekly, JUDGE will be available only at leading 


newsstands except for a select list of charter (numbered) subscriptions at 
$10.00 per year. There will be no special offers or complimentary subscriptions. 


JUOGE MAGAZINE INC., 9 EAST 48th STREET, NEW YORK, N. Y. * TELEPHONE PLAZA 5-2070 
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Weis to Stromberg-Carlson 


Raymond P. Weis, formerly a 
v.p. of Hutchins Advertising Co., 


Rochester, has joined the sound store t N ” 

“war ge ’ ew York state” cheese, 
division of Stromberg-Carlson Co., has ‘Suacinted. Wriaht Advertising 
Rochester maker of radio and tele- | Agency, Pittsford, N. Y., to handle 


vision receivers. ‘its advertising. Five-pound cheese 
| wheels will be sold by mail order 
Cleveland Ad Contest Set through publications with eastern 
_ The Cleveland-prepared adver- | circulations. 
oe awards contest deadline has | 
een set for Sept. 28 by the Cleve- | q ot n 
land Advertising Club. Winners) Frito Co. Promotes jones 


: P | Bill R. Jones, since 1952 assistant 
will be announced in November. ‘to John R. McCarty, director of 


advertising and public relations of 

| Frito Co., Dallas, maker of Fritos, 

PICTURES SELL! /Chee-tos and Ta-Tos food prod- 

ucts, has been promoted to adver- 

Children's photos — all ages tising manager of the southwest- 
and types. Adaptable for 


ern division. 
newspoper, billboard, calendars Howard Co. Boosts Murphy 
end magazine illustration. William T. Murphy, with the art 
PRs. t of E. T. Howard Co., 
New York, for a number of years, 
|has been promoted to an art di- 
rector. 


‘Bohan Named by ‘This Week’ 


Thomas Bohan has been ap- 
pointed manager of the Chicago 
office of This Week Magazine. 


| Cheese Joint Names Wright 


The Cheese Joint, Sodus, N. Y., 
maker of “old-fashioned country 


FREE PHOTO DIRECTORY 
send for your free copy 
today on your letterhead. 


PHOTO DIRECTORY 


5864 Hollywood Blvd. Hollywood, Calif 


This Week in Washington... 


By Stanley E. Cohen 
Washington Editor 
WASHINGTON, July 30—In an ef-| 
fort to get to the root of the annual | 
struggle over census appropria- 
tions, Commerce Secretary Sin-| 
clair Weeks is appointing a com-. 
mittee to evaluate the Census Bu-| 
reau’s work. 

In recent years, the bureau has 
had a rough time with the mem- 
bers of the House and Senate ap- 
propriations committee. The oppo- 
sition was so substantial this year 
that Congress knocked out $11,- 
600,000 for the 1953 census of busi- 
ness and manufactures, despite the 
fact that $3,000,000 had already 
been invested in the project. 

While the bureau’s technical 
/competence has not been chal- 
| lenged, there is a widespread feel- 
|ing among members of Congress 
that it is doing too much work 


|which should be done at private 


Weeks Plans Census Bureau Study 


expense, if at all. In its report on 
the 1954 census budget, the Senate 
appropriations committee stated 
flatly that it hoped someone would 
determine whether the bureau’s 
program was on the right track. 
The membership of the Secre- 


tary’s committee is still being se-| 


lected. So far, however, it is 
known that the chairmanship will 
go to Ralph Watkins, director of 
research of Dun & Bradstreet and 
a member of the review committee 
of the American Statistical Assn. 
In all probability at least one rep- 
resentative of the American Mar- 


keting Assn. will be invited to be) 


on the study group. 
* e * 
Has the Federal Communications 
Commission become “too broad- 


caster-minded?” Frieda Hennock, | 
the commission’s stormiest mem-| 


ber, says it has. 
She has brought her doubts into 


The Oregonian 
reaches 
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Advertising Age, August 3, 1953 


Fepcore Sete ts ee 


the open in dissenting from the 
_commission’s proposal to extend 
the term of TV licenses to three 
years. 

Her colleagues said single year 
licenses were justified during TV’s 
formative years, but the longer 
term is desirable now to speed the 
growth of the industry and re- 
lieve broadcasters and the com- 
mission of a “burdensome work- 
load.” 

But Miss Hennock charged that 
the longer term would prevent 
| FCC from keeping a sharp eye on 
TV programming. She denies that 
|TV is out of its formative years, 
| pointing out that nearly half the 
/nation’s stations have operated for 
less than a year, and that there 
are 300 permits outstanding for 
stations which have yet to oper- 
ate at all. 

“My disagreement stems,” she 
said, “from the majority’s identifi- 
cation of the ‘public interest’ with 
the convenience of broadcast li- 
|censees, rather than with higher 
public interest considerations.” 

* ® e 

Retail associations are making 
the most of a recent General Ac- 
counting Office survey which 
shows that armed services are still 
permitting their commissaries to 
compete with privately operated 
grocery stores. 

Since the war, retail groups have 
been able to induce Congress to 
specify that commissaries are not 
to be established if private shop- 
ping facilities are available with- 
in a 10 to 15 minute bus ride. But 
General Accounting Office, in a 
survey of 52 of the 216 commis- 
saries still in operation on military 
posts, recommended that a large 
percentage close down. GAO found 
that nine out of ten of the per- 
song patronizing commissaries 
lived off the post. 

General Accounting is currently 
working on an additional report 
which is expected to show that 
_ taxpayers are subsidizing the com- 
missaries. 

On the basis of preliminary da- 
ta, GAO says salaries, mainte- 
nance, rentals and many other 
costs are often overlooked, for 
pricing purposes. 

* © * 

Uncle Sam has a big stake in a 
high level of business activity be- 
cause a drop in business means a 
drop in federal tax revenues. 

Sen. Harry Byrd (D., Va.), who 
is a recognized expert in these 
matters, has warned that federal 
deficits for the year ending June 
30 may approach $10 billion, but 
Treasury Secretary George Hum- 
phrey is taking a rosier view. He 
says the business outlook is bright 
and that tax revenues may be suf- 
ficient to hold the federal budget 
/close to a balance. 
| Sen. Byrd has expressed fear 
| that the government debt will poke 
through the $275 billion ceiling. 
Fes he figures it, the government’s 
_ income for the year will be closer 
to $60 billion than the $68 billion 
anticipated by Secretary Hum- 
phrey. 


‘Geographic’ Adds Two 
National Geographic Magazine 
has expanded its advertising force 
in New York and Chicago. Joseph 
D. Swoyer, formerly with N. W. 
Ayer & Son, joins the New York 
staff and J. William Turgeon, pre- 
viously with Ideal Publishing 
Corp., joins the Chicago staff. 


Quarnstrom Named PR Head 


Gordon M. Quarnstrom, who has 
been doing newspaper and public 
|relations work in Washington, has 
been named director of public re- 
lations for the service bureau 
board of the American Wood-Pre- 
| servers Assn., Washington. 


| 
Farson., Huff Names Bogart 


W. G. Bogart, formerly copy 
‘chief in the Chicago office of N. 
W. Ayer & Son, has been appointed 
senior copywriter on the staff of 
— Huff & Northlich, Cincin- 
| nati. 
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on LOM BAND WF 


WFIL-TV 


CHANNEL 6 


The greatest coverage...the best 
reception...of any TV station in 
the Greater Philadelphia Market! 


WFIL-TV is the first Philadelphia TV station to 
transmit at maximum signal strength permitted 
by the FCC—4 to 5 times more powerful than 
any other station in the area! 


Add to this the greater reach of low band VHF 
and it’s easy to see why WFIL-TV now pro- 
vides top-quality, one-station coverage of a 
vast trading area that stretches from the Harris- 
burg region to the Jersey Shore, from the 
Poconos to Delaware Bay—a market of more 
than 6,000,000 people! 


No increase in rates even though WFIL-TV 
gives you all the plus advantages of MAXI- 
MUM POWER on LOW BAND VHF. It’s the 
biggest buy in television today! 
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All of DELAWARE VALLEY, 
U.S.A. plus Bonus Markets 
at No Extra Cost! 


Study the map above. Note the 27- 
county coverage delivered by 
WFIL-TV on its previous power, 
according to the American Research 
Bureau—far greater than the engi- 
neer’s estimate. A new ARB Survey 
is under way to measure the range 
of WFIL-TV under MAXIMUM 
POWER on LOW BAND VHF. 
In the meantime, imagine what you 
can expect with 4 times the power! 
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Engineer's estimate of 
WFIL-TV coverage 
under former power, 
.5 mv. contour. 


Actual WFIL-TV cover- 
age under former 
power as estoblished 
by American Research 
Bureau. 


Engineer's estimate of 
WFIL-TV Grade "B" 
coverage under MAX- 
IMUM POWER on 
LOW BAND VHF. 


New ARB Survey under 


‘ > way—but imagine 


what you can expect 
with 4 times the power! 
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White Rents Sewing 
Machines as Sales 


Promotion Stunt 


CLEVELAND, July 28—In August 
and September, White Sewing Ma- 
chine Corp. is going to be in the 
sewing machine rental business— 
as a sales promotion stunt. 

Concentrating on 200 department 
stores across the country, White’s 
“sewing on a silver platter” pro- 
motion will allow potential cus- 
tomers to rent a White machine 
of their choice for two months for | 
$10. Included in the fee is enroll- 
ment in a “White Magic” sewing 
course and a copy of “ABC’s of 
Sewing.” The $10 may be credited 
toward the purchase of a new sew- 
ing machine at the end of the 
course. 

White Sewing Center managers 
have received kits containing a 
booklet of suggested advertising 
layouts and copy for local news- 
paper ads, ideas for publicity, and 
copy for their department store’s 
house organ. Also included are tea 
room tents, interior and window 
display themes, counter cards, and 
possible tie-ins with other store 
departments. 


s The promotion is aimed at the 
home sewer who owns an old mod- 
el, or an obsolete machine, and at 
the novice sewer who may be re- 
luctant to buy because she lacks 
confidence in her ability to learn 
how to sew. 

An increase in the department 
store salesman’s direct customer 
contacts is also expected. The pro- 
motion period is expected to bring 
about seven contacts per prospect. 

The first will be in the store, 
where a demonstration of the ma- 
chine and a discussion of the mer- 
its of the promotion will be given. 
The second comes after the cus- 
tomer rents a machine and it is 
delivered to her home. 

The next three are in the store 
while the customer is enrolled in 
the sewing course. The sixth comes 
in the home on completion of the 
course, and the final contact comes 
just before the machine is to be 
picked up and taken back to the 
store. 

White’s agency is Batten, Bar- 
ton, Durstine & Osborn. 


7 Stations Join ABC-TV; 
CBS Signs Two Outlets 


American Broadcasting Co. has 
added seven new TV stations to its 
network. They are WETV, Macon, 
Ga. (Aug. 1); WJHL-TV, Johnson 
City, Tenn. (Aug. 1); WIRK-TV, 
West Palm Beach (Aug. 9); 
WTOB-TV, Winston-Salem, N.C. 
(Sept. 1); KYTV, Springfield, Mo. 
(Sept. 1); WTOK-TV, Meridian, 
Miss. (Sept. 15) and KCMO-TYV, 
Kansas City (Sept. 27). The latter 
will replace WDAF-TV as ABC's 
Kansas City outlet. 

Coincidentally, CBS Television 
has signed two new affiliates— 
KLZ-TV, Denver, and WTOK-TV, 
Meridian, Miss., which like a lot 
of other TV stations is not confin- 
ing itself to one network affilia- 
tion. 


Greenville Admen Elect 


James Henderson, head of James 
Henderson Advertising Agency, 
Greenville, S.C., has been elected 
president of the newly organized 
Greenville Advertising Council. 
Other officers elected are Sidney 
Lowe, Lowe & Hall, v.p., and 
James McDonald, manager of 
WAKE, secretary-treasurer. 


Shannon Names Kraemer 


Gene Kraemer, formerly associ- 
ated with the Texas Daily Press 
League, has joined the New York 
sales staff of Shannon & Associ- 
ates, publishers’ representative. 


Miss Wise Joins Studio 

Mary Lou Wise, formerly with 
Dick Lewis Studios, has joined 
Coventry, Miller & Olzak, Chicago 
advertising art studio, as an illus- 


Cunningham to Kling Studios 


Richard J. (Joe) Cunningham, 
formerly a production executive of 
John Sutherland Productions, has 
been appointed director of motion 
picture and television production 
for Kling Studios Inc., Chicago. 


WOW-TV Promotes Reynolds 

Verne Reynolds, director of stu- 
dio shows and a member of the on- 
the-air staff, has been promoted to 
production manager of WOW-TV, 
Omaha. 


Holeproot Boosts Cook 


Ross Cook, with the company Macfadden Publications, New 
since 1951, has been promoted to York, has opened an advertising 
assistant sales manager of Hole- office at 321 S. Beverly Dr., Bever- 
proof Hosiery Co., Milwaukee. He ly Hills, Cal. Richard G. Cruise 
succeeds Charles Holck, who has has been named Los Angeles ad- 
been named manager of the new | | vertising manager. 


east central sales division. 
Beckwith Leaves GM 
Ziv Names Showerman ' Carleton B. Beckwith, advertis- 
I. E. (Chick) Showerman has ing manager of the New ‘Departure 
resigned as v.p. of Teleprompter division, General Motors Corp., 
to join Ziv Television Programs, | Bristol, Conn., since 1930, retired 
New York, as a sales executive. on July 31. 


_Macfadden Opens Coast Office 
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Brown to Harris-Spencer 


Lee D. Brown, formerly field 
director of sales training for Clary 
Multiplier Corp., San Gabriel, Cal., 
has been named director of the 
sales training and counseling pro- 
gram of Harris-Spencer Co., Chi- 
cago psychological consultant to 
industry. 


Knox Advertising Moves 

Robert Knox Advertising Co., 
New York, has moved its offices 
to 104 E. 40th St. 
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Kalmbach Names Garmise 
Kalmbach Publishing Co., Mil-| 

waukee, has named Bert Garmise cations, will add a monthly shop- 

Associates, New York publishing | 

to direct newsstand Shop” with the October issue. The 

sales and promotion for Model/rate will be $1.55 an agate line, 

Railroader, Trains & Travel and) with 

Ships & the Sea. 


consultant, 


Gildersleeve to WMPT-TV 


William Gildersleeve has been ing manager of Skyline Magazine, 
appointed program manager of Palo Alto, Cal., has joined the re- 
WMPT-TV, Portland, Me., slated tail advertising staff of the San 
to begin operations about Aug. 31. Francisco Chronicle. 


‘Real’ Adds New Section 
Real, published by Pines Publi- 


ping section called “The Men’s 


a minimum of 28 lines. 


Joins ‘Chronicle’ Ad Statt 


| Vie Befera, formerly advertis- 


Brach Ads Will Lean Heavily to Glamor 


City, Louisville, Minneapolis, Cin- 
cinnati, Cleveland, Des Moines, 


Cuicaco, July 2s—A bevy of Brookes, advertising and merchan- Detroit, Indianapolis, Omaha, Col- 
glamorous Hollywood movie stars | dising manager. The schedule in- umbus, O., and Milwaukee. 
will be featured in the fall promo- cludes The American Weekly, Col- 
tion of E. J. Brach & Sons, candy lier’s, Life, Look, The Saturday « Backing up the consumer adver- 


manufacturer. 


ads in leading mass market media 


will star Rita Hayworth, Ava outdoor promotion will 


Evening Post and Sunday news- tising will be promotion to the 
A series of full-page, full-color paper supplements in 15 cities. 


trade. This includes an eight-page 
At the same time, an intensive | brochure and four-page, four-color 


be inserts in confectioners’ and food 


Gardner, Lana Turner, Jane Rus-| launched in major metropolitan) publications. 


sell, Ginger Rogers and Rhonda markets, including Chicago, Den- 
to John S.'ver, Pittsburgh, St. Louis, Kansas 


Fleming, according 


Arthur E. Meyerhoff & Co. is the 
Brach agency. 


even half as much, and 


also marve rise their standard of living every 


The Changing American Market 


by Gilbert Burck and Sanford Parker 


The most important recent 
change: the rise of a great new 
moneyed middle class, grow- 
ing larger, wealthier, more 
uniform, and yet more various. 


ously read the omens. The 
mists pone ge this market. It is 


The underlying reason for the 
American market's growth and 
changeability is the nation’s rising 
productivity, or output per man- 
hour—that cachet of efficiency 
without which no nation today is 
civilized or even modern. American 
productivity is of course the world’s 
highest. For years it has been in- 
creasing unevenly but incessantly at 
an average rate of about 2 per cent 


a year, and it has done even better since 1947. And because 
productivity is rising so swiftly, the market is expanding 
much faster than the population. For rising productivity, 


‘UN World’ Appoints Bishop 
Ellis G. Bishop, formerly ad- 
vertising manager of Royal Type- 
writer Co. and assistant publisher 
of Seventeen, has joined the 
United Nations World, New York, 
as advertising director. Mr. Bishop 
will work immediately on the re- 
cently announced World, a new 
monthly publication stemming out 
of UN World, and devoted exclu- 
sively to international news. First 
issue will be out in late October. 


KOIN Given TV Approval 

The Federal Communications 
Commission has granted television 
Channel 6 to Mount Hood Radie & 
Broadcasting Corp., Portland, Ore., 
operator of radio station KOIN. 
Portland’s first v.h.f. TV station is 
expected to be ready to telecast 
within three months. 


Resigns Centennial Mills | 
Richard G. Montgomery & Asso- 
ciates, Portland, Ore., has resigned 
the account of Centennial Flour- 
ing Mills Co., Seattle, and has 
closed its Seattle branch office. 
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in the long run, ends up as rising purchasing power, and 
the standard of living rises, palpably if not uniformly. 
People who could buy x amount of goods five years ago may 
buy x plus 8 or 10 or 15 per cent today, and x plus 16 or 20 or 
30 per cent five years from now. Such is the dynamism that 
gives the American Dream its economic substance. 

There is another important reason for the market's 
changeability. The market, after all, is the people. Their 
energy, efficiency, taste, and capacity for change at bottom 
are responsible for the American market's pitfalls and 
prizes. Most of the basic American characteristics are well 
understood—the restless, enthusiastic energy, the lack of 
traditional impedimenta, the almost dogmatic optimism, and 
the special delight in the brand-new. 

What is often overlooked is that all these traits are not 
yet fused together. The American has not yet become a type, 
in the sense that the Englishman or the Frenchman is a 
type; the American is still cooking in the national juices. It 
carebe safely predicted that French peasants will be hoard- 

ing their liquid assets twenty years from now, and that Eng- 
lishmen will not be drinking Coca-Cola at teatime thirty 
years from now. But only five years from now, maybe soon- 
er, Americans may be spending billions on products that to- 
day are struggling for the merest foothold in the market. 
And they could stop spending billions on products that 
nourish great industries today. 
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4 wats 


1. Your ad works under ideal conditions 
---on @ handsome, useful medium 


2. No waste circulation...reach only pros- 
pects and customers 


3. Long-life medium...your ad lasts 5 years 
or moré 


4. Low cost advertising...your ad makes 
sales calls for a fraction of a cent each 


Ask your stationer or office supply firm for 


_ details and quantity prices of MONOGRAM 


Staplers, or mail coupon today. 
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‘‘Foreign circulation in architectural media has little advertising value 


This opinion has determined FORUM’s circulation 
policy for many years. This appraisal of architectural 


circulation is not FORUM’s alone. Now it is the 


stated opinion of close to 1,000 advertising men. 


FORUM recently asked leading building products advertisers and their advertising agencies, 


“Do you need foreign circulation in your architectural media?”’ 


Of 1291 who replied... 3 out of 4 agreed that 


1947 1952 


Architectural 
FORUM 10,333 


This response from the leading advertisers in the 
building field (together with their advertising 
agents) is strong confirmation that foreign circu- 


lation among architectural magazines is of little ae 
value. Of the three architectural magazines, a a 23g 
FORUM alone has consistently curtailed its foreign A 5,827 


circulation. The curtailment of foreign circulation 


Architecture 4,123 pill 


Architectural 3,993 fi... 
Record 


has been a FORUM program for over five years. Progressive | ll Mary 


Figures from ABC Publishers’ Statements for the periods 
shown ending December 31. 


Forum delivers over 10,000 more readers in the U.S. than 
any other architectural magazine at a lower cost per 1,000. 


% of total 
Foreign 
circulation 


Foreign’ Canadian’ u.s.* COST/M* _ Total Paid’ ** 
Circulation Circulation Circulation U.S. Circulation Circulation 


5,827 1,441 39,322 


a? ° 14.2% — - . | $19.97 47,446 


Progressive Eas: ih SB Ss (tah ie 
Architecture : a ee es ee $23.72 38,963 


Architectural 


Record $26.19 35,855 


* Figures from November 1952 issues, ABC Publishers’ Statements for 6 months ending December 31, 1952. 
? Based on full page B/W, I-time rate. ? Includes U. S. territories and military service or civilian personnel overseas. 
CANADIAN CIRCULATION: Canadian circulation is reported separately and is not considered part of foreign circulation. FORUM is not curtailing Canadian circulation. 


architectural forum 


read by the men of decision in the big business of big building 
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MATRIX COMPANY 


517 SOUTH JEFFERSON STREET, CHICAGO 7, ILLINOIS 


Store Modernization Show to Go on Tour 


New York, July 28—A traveling 
edition of the fourth National Store 


Modernization Show, held in June, 


at Madison Square Garden, will 


late in October. 

The traveling trade exposition, 
described as “a new wrinkle in 
national sales and marketing,” will 
boast 30 manufacturers as partici- 
pants. The manufacturers, all with 
national distribution, will show 
their latest equipment for use in 
store and warehouse moderniza- 
tion. 


SELL HER YOUR PRODUCTS 
BEFORE SHE REACHES THE RETAILER 


Use the medium the consumer turns to daily for buying ideas.... 
the newspaper. In Fort Worth and the 100 county West Texas Trading 
area the leading newspaper is the Fort Worth Star-Telegram, because 
in Fort Worth, 9 out of every 10 families read the Daily and Sunday 
editions. In the 100 county West Texas Trading area, average family 


coverage is 43.9% Daily and 39.4% 
*Audit Bureau of Circulations. 


Sunday.* 


THE CONSUMERS WITH THE ABILITY TO BUY! 


POPULATION 
Fort Worth (Metropolitan Area) 408,100 
Trading Area 1,928,700 
EFFECTIVE BUYING INCOME 
Fort Worth (Metropolitan Area) $715,807,000 
Trading Area $2,848,613,000 


SALES PER FAMILY 


Metropolitan Fort Worth ranks Ist in Texas 
2nd nationally among metropolitan areas over 


400,000 population. 


1953 Sales Management Survey of Buying Power 
THE FORT WORTH STAR-TELEGRAM REACHES MORE CONSUMERS IN TEXAS THAN ANY 


OTHER NEWSPAPER. 
Total Net Paid Star-Telegram Circulation 


(Morning & Evening) 


423,444 


(Sunday) 


Publisher's Statement to Audit Bureay of Circulations March 31, 1953 


WRITE Amon Carter, Jr., 
National Advertising Direc- 
tor, for complete market pee 
and circulation analysis. AMON G. CARTER, 


FORT. WORTH STAR ‘TELEGRAM 


AMON G. CARTER, Publisher 
JR., President and Nationol Advertising Director 


LARGEST CIRCULATION IN TEXAS 
without tne use of schemes, premiums or contests — “Just a Good Newspaper.” 


Stops of three days will be made 
at each city, and regional manu- 
facturers, distributors, banks, 


/builders and contractors will also 
begin an eight-month, 33-city tour. 


put exhibits into the show. Clinics 
covering related problems of store 
modernization and city planning 
will also be featured at each stop. 
“Operation Modernize,” as _ it 
will be known, is expected to be 
sponsored as a civic improvement 
event by local public utilities, 
chambers of commerce, retail trade 
groups and other organizations. 


= John W. H. Evans, director of 
the Store Modernization Institute, 
which sponsored the Madison 
Square Garden show here, said 
the traveling exposition will reach 
busy store owners and business 
property owners who haven’t the 
time to travel to national shows 
and will give all members of a 
store’s executive team a chance 
to view new developments and 
eauipment together. 

He estimated Operation Modern- 
ize will play to a combined 
audience of 50,000 store owners, 
architects, bankers and other peo- 
ple interested in improving com- 
mercial properties. 


Doremus Elects Louis Munro as 


President: Erickson also Named 

Doremus & Co., New York, has 
elected Louis W. Munro as presi- 
dent and George A. Erickson as 
executive v.p. William H. Long 
Jr., chairman and president since 
1941, continues as chief executive 
and administrative officer of the 
agency. Mr. Munro joined the 
company in 1925 and was v.p. in 
charge of the Boston office until 
1941 when he joined the Navy. 
Since his release in 1945, he has 
been in charge of new business in 
the New York office. 

Formerly with Stone & Webster 
Securities Corp., Mr. Erickson 
joined the agency in 1934. He has 
been a v.p. since 1944. 


Super Concrete to Western 
Super Concrete Emulsions Ltd., 
Los Angeles, has named Western | 
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Biirz 
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HISTORY—A series of historical newspaper 
ads is being run in Washington, com- 
memorating the state’s centennial, by 
Washington Title Insurance Co., Seattle, 
via Pacific National Advertising Agency. A 
total of 33 ads, three in nine cities, two 
in two, is scheduled. Ads will cover local 
historical events in each city. 


Craig Named Ad Director 


Walter Craig, who recently re- 
signed as a v.p. and director of 
Benton & Bowles, where he had 
charge of radio and TV, has been 
named v.p. and director of adver- 
tising for Pharmaceuticals Inc., 
New York, manufacturer of Geri- 
tol, RDX and Sedajil. It also mar- 
kets Serutan for Serutan Co., with 
which it is affiliated. He succeeds 
Samuel L. Tedlow, who was pro- 
moted to executive v.p. and as- 
sistant to the president. 


Prophet Joins O. E. McIntyre 


Wilson B. Prophet Jr. has joined 
O. E. McIntyre Inc., New York 
marketing organization specializ- 
ing in national consumer direct 
mail advertising. He will be in 
charge of sales promotion and mer- 
chandising activities with national 
dealer organizations. Mr. Prophet 
formerly was assistant manager of 


advertising and sales promotion 


Advertising Agency, Los Angeles, for the U.S. Tires division of U.S. 
to direct its advertising. News- | Rubber Co. 


papers, magazines and direct mail 


will be used to promote the com-| Voigt's Names Agency 


pany’s coated papers. 


WREX-TV Names H-R 

WREX-TV, Rockford, Ill., has 
appointed H-R Television as its 
national representative. The sta- 
tion is due to begin telecasting this 
fall. 


Voigt’s Laboratories, East Ruth- 


erford, N.J., has appointed Ove- 


/sey, Berlow & Straus, New York, 
'to handle the advertising of Der- 


madyne, poison ivy remedy, and 
Oraphyll, denture adhesive. News- 
papers and radio in selected mar- 
kets will be used. 


CARRIED MORE 
LOCAL GROCERY 


LINAGE .. . 
THAN ANY OTHER 


IOWA DAILY 


| WATERLOO DAILY 
| COURIER 


soe 1 THRU DECEMBER ot, 083 WE CARRIED A TOTAL 


167,944 LINES OF NATIO 


TiEINS 
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Changing Name 
Ends Squabble 
Over Crime Show 


NEw York, July 28—Networks 
and sponsors don’t always agree 
as to just what is the best pro- 


gramming for a particular time. 


period. 

A case in point is that of Bristol- 
Myers Co. and Columbia Broad- 
casting System. The manufacturer 
selected a new Bernard Prockter 
package, “Police Story,” as a fall 
replacement in the time period oc- 
cupied last season by a CBS pack- 
age, “Time to Smile.” This show 
rotated two of the network’s come- 
dians, Alan Young and Ken Mur- 
ray. 

The time spot in question is 
Sunday at 9:30 p.m., New York 
time. CBS-TV objected to airing a 
crime program that early on Sun- 
days. There was a good deal of 
negotiating back and forth before 
the Prockter program was ap- 
proved by the network. Approval 
came only after the show was giv- 
en a new name—“The Man Be- 
hind the Badge” and was slanted 
toward the “public service ap- 
proach” of portraying the impor- 
tance of law enforcement agencies. 


a In another programming shift, 
the net has taken over the pro- 
duction reins of “Chronoscope,” 
the three-times-weekly public af- 
fairs interview session sponsored 
by Longines-Wittnauer Watch Co. 
There will be a new permanent 
panelist when the program returns 
Aug. 17 from its summer hiatus. 

NBC-TV, meanwhile, has suc- 
ceeded in convincing Scott Paper 
Co. and J. Walter Thompson Co. 
that musical fare is not the type 
of program to pit against Arthur 
Godfrey and his’ innumerable 
singers. So Patti Page and Robert 
Russell Bennett will be dropped 
in favor of “My Little Margie,” 
which in turn has been canceled 
by Philip Morris & Co. 


R. D. Werner Boosts Products 


R. D. Werner Co., New York 
maker of metal mouldings, alum-' 
inum ladders, step stools and 
clothes dryers, will undertake the | 
largest consumer promotion in its | 
history. In American Home, Better 


Homes & Gardens, Popular Me-| 


chanics and other consumer maga- 


zines, ads will be slanted to the, 
“Do-It-Yourself” market. Special | 
point of sale promotion material | 


will be given dealers. Wilson, 
Haight & Welch, New York, is the 
agency. 


To Upholstery Leather Group 


Ray. E. Markusen, formerly as- 
sistant advertising manager of the 
Pontiac Motor division of General 
Motors Corp., Detroit, has been 
named automotive director of the 
Upholstery Leather Greup Inc., 
New York. Mr. Markusen will 
work with the sales and advertis- 
ing departments of automobile 
manufacturers and bus and trans- 
portation companies in promoting 
the use of upholstery leather. 


Powers Heads Red Cross PR 


Edwin H. Powers, formerly on 
the editorial staffs of the Washing- 
ton Post and Times-Herald, has 
been named director of the office 
of public information of the Amer- 
ican Red Cross, Washington. Mr. 
Powers joined the organization’s 
national headquarters in 1945, fol- 
lowing experience in the eastern 
and southeastern areas. 


Lawn Mower Maker to Biddle 


Eclipse Lawn Mower Co., Pro- 
phetstown, IIl., maker of hand and 
power lawn mowers, has named 
Biddle Co., Bloomington, Ill., and 
Chicago, to handle its advertising. 
The company is a division of Buf- 
falo-Eclipse Corp., Buffalo. Pre- 
viously, Comstock & Co., Buffalo, 
handled the account. 


| Borg-Warner Names Emmert 

| <A. P. Emmert, formerly presi-| 
| dent of the Warner gear division of 
Borg-Warner Corp., Chicago, has 
been appointed general manager of | 
the company’s Detroit gear divi-| 
sion. In 1952, Mr. Emmert resigned 
as president of the Warner gear 
division because of ill health, but 
has recovered completely. He suc- 
ceeds A. J. McAllister, who has re- 
tired from the presidency of 
Detroit gear to devote full atten- 
tion to personal business interests. 


Devere to Continental Can 

F. Guild Devere, formerly a con-' 
sultant in sales management, mar-. 
keting and merchandising of Booz, 
Allen & Hamilton, New York man- 
agement consultant, has been ap-, 
pointed products sales manager for 
Decoware, produced by Continen- 
tal Can Co., New York. 


Sally Weir to Shoppers Club 
Sally Weir has joined the 
Around the World Shoppers Club, 
Newark, as manager of the direct 
mail department. For the past five 
and a half years, Miss Weir was | 
circulation-promotion manager for | 
the Journal of Commerce. | 


(os 


Another STANDOUT’ by 


KITEN-STIK 


the moistureless, self-sticking adhesive 
“Flanges’’— KLEEN-STIK’s newest P.O.P. sensation! 


Opens up new vertical space not used by other 
displays! 


Positioned at right angle to traffic—more atten- 
tion value at eye level! 


KLEEN-STIK Products, Inc. 
225 N. MICHIGAN AVE. ¢ CHICAGO 1, ILL 


Easy to put up-—sticks tight—stays put! 


Millions already working for leading P.O.P. 
advertisers! 


ki Available from any printer or lithographer | 
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SAN DIEGO, California «© 


Data Copyrighted 1953 Sales Manogement, Survey of Buying Power, further reproduction not licensed. 


IMPORTANT CORNER 
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$131,327,000 


To sell your product in the Bigger 
San Diego market — use these two 
great newspapers ... your door-to- 
door salesmen to over 90% of San 
Diego homes. Get maximum impact 
at the point-of-decision—with pure, 
unadulterated "saturation" cover- 
age — provided only by the San 
Diego Union and Evening Tribune! 


REPRESENTED NATIONALLY BY THE 
WEST-HOLLIDAY CO., INC. 
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HIGHEST * 
UBSCRIBER 
INCOMES 


... LT MEANS TOP POSITIONS 


FAMILY INCOME AVERAGE - $14,503 


MEDIAN FAMILY INCOME -$9,330 


For latest income data, 
call or write our advertising 


office at 30 Rockefeller 

Plaza, New York 20, N.Y. NOW MORE 
Advertising offices also in Boston, 

Philadelphia, Cleveland, Chicago, BY AN’ 


Detroit, St. Louis, San Francisco, 
and Washington. 
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"AVERAGE 1 c | MEDIAN INCOME The news magazines have always attracted the 
~ higher-income readers. And of all the news magazines, 
U.S. News & World Report” ranks highest in the 


. a family income level of its subscribers. 
i | ait: gs 


of ALLULS. USN&WR | ALLU.S. USNA&WR The 1953 average income of “U.S. News & World Report” 
7 FAMILIES FAmiLics ' FAMILIES FAMILIES ae ; 
SOR families is $14,503. That’s 22% higher than that of any 


RR 


other news magazine, more than three times the average for the nation. . 
* 
4 The median income is $9,330. This is 28% higher than that of any other news 
P: magazine, more than 2!%4 times the median for the nation. 
| Almost half of “U.S. News & World Report’s” more than 600,000 families are in the 
} $10,000-and-over bracket. The exact figure is 45.6%. 


Two out of three have incomes of $7,500 or over. The exact figure is 62.3%. 
: More than five out of six have incomes of $5,000 or over. The exact figure is 84.5%. 


This means that every advertising dollar in ‘U.S. News & World Report” 
buys 32% more ‘$10,000-and-over” families than in any other news magazine, 24% more 
in the “$7,500-and-over” group, 3% more in the $5,000-and-over” group. 


} AND TOP BUYING POWER 
| 


Important incomes reflect important positions. Each week, 

“U.S. News & World Report”’ brings the essential news and analyses of the news, 
reported nowhere else, that affects the business plans and personal 

living of important people. These are the people who hold the responsible positions 
in business, industry, government and the professions, all across the country. 

They are the important people to have on your side. They are the 

important people to have on your books. 
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Class News Magazine 


: THAN 600,000 net Paip CIRCULATION-A MARKET NOT DUPLICATED 
’ OTHER NEWS OR MANAGEMENT MAGAZINE 
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Not long ago in these pages, Good Housekeeping stated a simple 


business fact. We said the advertising trend was 


“soing our way,” 


because all three of our competitors in the women’s magazine field had recently 
reversed their position of many years, and are now accepting advertising in 


Good Housekeeping’s 429-line page size—the “Queen Size,” designed for women.* 


But every astute businessman knows that leadership depends 4 
not on what the competition does, but on what the customer does. ; 
The competition is indeed “going our way,” but the pay-off 7 


comes because the customer is | 


ADVERTISING 


The largest revenue in our 68 years, for the first eight months 


wn 


of 1953—933 pages, leading our nearest competitor by 232 pages! 


CIRCULATION 


For the first six months of 1953, the largest circulation in our history! $ 


DEALER’S CHOICE 


20,920,531 lines of retail tie-in advertising during the first 5 months of 1953. . 


More than double that of Life; more than 10 times as much as all other media in our field combined! 


CUSTOMER INFLUENCE 


The only magazine promoting its advertisers with a $500,000 consumer campaign 


in the 9,379,112 A.B.C. American Weekly, thus doing the kind of mass-merchandising 


job only Good Housekeeping can do! 


EDITORIAL LEADERSHIP 


Every month, more pages of service material, to create the demand for 


your product, than any other magazine in America! 


a 


There they are. The big five. Five accepted measurements of strength and 
vitality. The customers—our customers and yours—are coming our way. Women buy us. 


Dealers support us. Advertisers are coming to us, the magazine their customers prefer. 


Coming our way? 


<n ena 

* Guaranteed by» 

Housekeeping 
.J 


Comsamets ‘Gfuaranty 


Always look for this Seal when you buy! 7) 
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Good Housekeeping 


... the homemakers’ bureau of standards 


*A postwar study among women readers of various magazines, 
privately made for us by Elmo Roper, provided convincing evidence 
that our regular 429-line page size is the size the reader wants 
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Feature Section 


dvertising Age 


Woolf Discusses Package Labels 


Things a PR Man Could Know 


THE NATIONAL NEWSPAPER OF MARKETING 


C. M. Deties Lever Bros. 


Opportunity in Headlines: Bedell 


These Ads I Like 


By Fairfax M. Cone 
President, Foote, Cone & Belding 

I would probably never have seen it if 
huckster didn’t happen to be the upper 
right-hand index word on Page 402 of 
Webster’s New Collegiate Dictionary. 
Copyright, 1949: 

Huck’ster (huk’ster), n. 1. A peddler; 
hawker. 2. A mean, mercenary person. 
3. One whose business is advertising for 
commercial clients, esp. preparation of 
advertising programs for radio broad- 
casting;—usually implying meretricious 
showmanship. 

Meretricious (so you won’t have to 
look it up to be sure) means “of, per- 
taining to, characteristic of, or being a 
prostitute.” 


# Presumably the next edition of the Col- 
legiate, or even the Unabridged, will add 
television to radio broadcasting. And this 
is too bad. 

It also would seem to be entirely un- 
necessary. 

Charlatanism in advertising was known 
long before even the first principles of 
radio transmission were revealed; dis- 
honesty came into the world quite inde- 
pendently of the discoveries of Marconi 
and considerably in advance of the print- 
ing press. Nevertheless, the implication of 
a direct relationship is clear in the defini- 
tion, and there is no qualification. It is 
precisely as if lawyer were to be defined 
as shyster and doctor as quack, and it is 
no more fair. 

Unfortunately, however, it is tradition- 
ally much easier to remember bad things 
than good. The events in a war are men- 
tally cataloged, while peace is a pleasant 
blur; the fact that Native Dancer lost the 
Derby by a nose is known to millions who 
have no notion of the lengths by which 
he has won some 16 other classic races; 
and a bad radio or television commercial 
is remembered while a hundred forth- 
right announcements pass through the 
mind without raising a hackle. 


® Right here, I think, is where some peo- 
ple get in trouble. And the trouble engulfs 
us all. 

Radio in its heyday became so over- 
whelmingly concerned with the means of 
getting a message across that the message 
itself became almost secondary. The idea 
was to turn on tuned-out ears and there 
was almost no conceivable device that 
wasn’t tried. The result was that if the 
device was annoying so was the message; 
and radio and advertising were decried. 

The deep-throated BeEE-Ohh was a 
disturbing device that through repetition 
became almost maniacal to a large enough 
number of listeners to work its way into 
frequent discussion in which the sound- 
ness of the advertising message inevitably 
was measured by reaction to the device. 

L.S./M.F.T. was another. 

The Bromo-Seltzer train was a third 
out of what must have been thousands of 
gimmicks, by which advertising in the 
years since 1930 has come to be charac- 
terized. 

actually, most printed advertising and 


most outdoor advertising deserved—and 
deserves—no such questionable distinc- 
tion. Most printed advertising, if I am not 
mistaken, is not looked at or read or re- 
membered as advertising. Instead, it is 
seen and remembered, when it is remem- 
bered, as a message or a piece of news. 
And this is as it should be. 

Most people, when asked where they 
first heard about some new product whose 
virtues they are recounting, fail entirely 
to recall any advertising for it, unless 
they heard about it over the radio or saw 
it on television. Indeed, before the advent 
of broadcasting almost nothing was more 
futile in the field of research than to try 
to discover the exact effect of advertising 
on individual purchases. Notwithstanding, 
we know such effect has been broad and 
penetrating. 

Every once in a while, to be sure, there 
is an advertising campaign in print where 
the message is sufficiently dynamic and 
the presentation so dramatic that it is 
duly recognized as advertising, and even 
applauded as such. Perhaps in all of ad- 
vertising there have been a hundred of 
these. 

From current files I think I would add 
only the Pillsbury cake mix and Jell-O 
advertisements; one a campaign where 
news has been dramatized with rarely 
equalled impact, and the other a cam- 
paign where a series of sharp reminders 
has been delivered with a kind of friend- 
ly, conspiratorial wink. 

I would like very much, as I have 
said before, to have made these cam- 
paigns. Each was made with a high degree 
of first-rate showmanship. Each deserved 
this. And each pays off. 


s Our problem would seem to lie in the 
abortive attempts to substitute almost any 
kind of showmanship for an important 
message or for real news; in the confu- 
sion of showmanship pure and simple 
with advertising. These may be combined. 
But they are not necessarily so. 

One recent straight advertisement that 
I think is a very, very good one appeared 
a few days ago in one of the Sunday 
newspaper supplements for Best Foods 
mayonnaise under the headline “Whole 
Eggs...Freshly Broken make Hellmann’s 
Whole-Egg Mayonnaise smoother in tex- 
ture, finer in flavor!” 

Here was an honest statement of worth 
while fact and I think it is doubtful if 
any amount of dramatization could have 
made it more compelling. I think it is 
doubtful also if any very great number of 
readers said to themselves: “Here is a 
fine advertisement; I will try Best Foods 
mayonnaise.” 

Instead, I imagine that those who were 
attracted said to themselves exactly as I 
did: “That sounds like old-fashioned 
homemade mayonnaise; I’d like to try it.” 

When advertising does this I think it 
needs no defense. 

Certainly there is no hucksterism (ac- 
cording to Webster) in this Best Foods 
page any more than there is in the Pills- 
bury or Jell-O advertisements, or thou- 


ad 


Honest statement of worth while fact. 


sands of others. 

Moreover, I can find no more reason 
for it in television than in print. 

Radio was the most susceptible of all 
media and it frequently succumbed, mix- 
ing advertising with show business, often 
in disservice to both. The result was a 
growing criticism of advertising and ad- 
vertising people who were believed, since 
the joint product was labeled advertising, 
to be the source. 

Television, I hope, 
tendency. 


will reverse the 


Just now there are more than a few 


The Eye and Ear Department... 


television commercials that follow the 
radio trend, and they can only be made 
by people who mistakenly consider TV a 
kind of successor to radio, with its prob- 
lems largely the same. Really, of course, 
they are not. For one thing, viewing tele- 
vision is a total and not a partial experi- 
ence. 


For another, television is a medium 
for demonstration far superior to print. 


Television needs radio’s tricks to get 
attention exactly in the same degree that 
a salesman at the door needs a funny hat 
and a megaphone and a rhymed sales 
talk. 

The plain fact is that television is that 
salesman at the door, only he has got in- 
side. And television commercials should 
be made accordingly. 


Any question as to how can be an- 
swered promptly by watching Arthur 
Godfrey or Garroway among the personal 
salesmen, or the Kraft Foods commercials 
or Johnson’s wax or Lincoln-Mercury or 
the truck ballet of GMC. 


@ One reason why I like this advertising 
is because no one in his right mind could 
dislike any part of it. And no one who 
makes it deserves the name of huckster 
as defined by Fred Wakeman for Web- 
ster. 

How soon the definition is changed is 
something that may well concern all of 
us, not alone out of vanity but also for 
the values in our trade. 


This Is the BBC 


This report on a tour of the capitals of 
the world via Zenith Transoceanic Radio 
would not be complete without a refer- 
ence—and a decidedly complimentary 
reference—to the BBC, at least insofar 
as its overseas broadcasts are concerned. 

These are mature, entertaining, inform- 
ative and excellently presented. There is, 
of course, nothing hurried about the Brit- 
ish voice, and this makes for relaxed and 
enjoyable listening, a situation not always 
possible on American radio or TV where 
time is at a premium and as many as 
five commercials are crammed between 
programs. 

There is no editorializing—verbally or 
by inflection—in a British newscast. You 
are given the facts, as they occurred. 
There are commentaries on the news, but 
these do not editorialize either. Instead, 
they present a sharp and reasoned analy- 
sis and a careful presentation of all 
sides of the question. It is directly op- 
posite to the Moscow technique and subt- 
ly generates a feeling of belief and con- 
fidence in what is heard. 


# In programs like “London Forum,” 
one developes great admiration for the 
calm British ability to see worth and de- 
sirability in systems other than their own. 
One is greatly struck—after hearing Ra- 
dio Moscow tell of the growing split be- 
tween Britain and America—to hear of 
the keen British appreciation of the U.S., 
its political institutions and its way of do- 


ing things. One arrives at an appraisal of 
the British character as being highly civ- 
ilized and far from insular in its point of 
view. 

One evening, the BBC presented a fas- 
cinating program having to do with an 
inspection tour of Pakistan, six years 
after Partition. The program featured re- 
corded interviews made in Pakistan and 
sounds of factories, people in market 
places and river boats. The program be- 
gan by giving one a physical picture of 
Pakistan. “The sub-continent of India,” 
said the narrator, “has often been likened 
to an elephant’s head, with the trunk 
stretching down towards Ceylon. If you 
picture the elephant’s ears, these are 
roughly the new nation of Pakistan—one 
portion of it to the west, the other to the 
east, both separated by a thousand miles 
of India in between.” 

Listeners were taken first to fertile 
East Pakistan, where the principle prod- 
uct is jute and where new jute factories 
are under construction—since, after Par- 
tition, all the old ones remained in Cal- 
cutta. It was explained that road con- 
struction is next to impossible, since 
there are no stones in the soil. A Pakis- 
tani explained that an Italian construc- 
tion firm was endeavoring to build roads 
out of broken brick—only time could tell 
whether or not they would succeed. A 
scene was also described of elephants act- 
ing as pile drivers in building a new cof- 

fer dam. 
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Following a comprehensive picture of 
East Pakistan, one was taken to West Pak- 
istan, seat of the government, but an 
area parched and uninviting. Here an ir- 
rigation and industrialization program is 
under way. Skillfully presented, superb- 
ly written, the program in roughly an 
hour’s time provided a sympathetic view 
of Pakistan’s attempts to achieve econom- 
ic self-sufficiency and, at the same time, 
imparted the feeling that one had been 
taken bodily to a country he had never 
before seen or thought much about. 


Salesense in Advertising... 


By James D. Woolf 
(Mr. Woolf is an advertising con- 
sultant who spent many years as 

v.p. in charge of creative activities 

of the western offices of J. Walter 

Thompson Co.) 

Recently, browsing through an old 1930 
textbook on advertising, I came across 
this passage: “It is the primary function 
of the package label to identify the prod- 
uct and its maker. Its design should be 
confined as far as pos- 
sible-to the trademark 
and the name of the 
producer.” In a book of 
mine, written at about 
the same time, I em- 
phasized the impor- 
tance of “optical dis- 
play, simplicity of de- 
sign, and artistic ap- 
pearance.” 

I recall occasions in 
those days when I had a hand in urging 
clients to “clean up” their package labels. 
“Cleaning up” meant a design consisting 
of the trademark and two or three words 
so simple and bold as to be decipherable 
to the naked eye at a distance of 10 or 15 
feet across the grocer’s counter. This oper- 
ation involved erasing from the label all 
or nearly all informative or explanatory 
matter that might be useful in persuading 
Mrs. Housewife to try the product. 


James D. Woolf 


s I am now of the opinion, for reasons I 
shall explain further on in this piece, that 
today it is dangerous to go too far in this 
cleaning up process. Although I am an 
admirer of Raymond Loewy, I am afraid I 
do not see eye to eye with certain of his 
sentiments as expressed in a paper of his 
on this general subject. 

After an “approved design” has been 

arrived at, says Mr. Loewy, “a dreadful 
thing often happens. The advertising- 
minded representative at the meeting 
starts to rewrite copy, or worse still, to 
add copy....the panel on the package 
is just another advertising page to him.” 
The package designer “is a little bitter” 
about this, says Mr. Loewy, because to 
him “the package is closer to poster art 
than to any comparable promotion me- 
dium.” 
Let me hasten to admit that I am prob- 
ably being unfair to Mr. Loewy when I 
quote so briefly out of context from what 
he says. His paper, “How to Package Your 
Product,” in “Advertising Handbook,” 
published by Prentice-Hall, considered as 
a whole, is a valuable treatise. But I do 
feel, notwithstanding, that he places too 
much emphasis on simplicity and what 
he refers to as “taste.” 


s My reason for this feeling is the fact 
that up to 80% of all grocery store pur- 
chases are made at self-service outlets. 
Salesclerks in the corner grocery no long- 
er hand packages to shoppers and answer 
their questions regarding what is behind 
the label. The shopper no longer stands 


This is typical of BBC fare—and is one 
of the reasons why, if one listens to ov- 
erseas broadcasts, the BBC becomes one 
of his favorites. 


a It is fascinating to listen to a voice from 
New Zealand or Tokyo, half way around 
the world. But the fascination is one of 
novelty and, after awhile—exactly as 
with TV—one becomes selective in his 
tuning. It is at that point that the quality 
of the BBC programs manifests itself 
most strongly. . 


(Last of a series of three articles on Transoceanic Radio.) 


What Should Your Package Label Be— 
a Poster or a Page Advertisement? 


in front of a counter and peers, squint- 
eyed, at labels 6 to 12 feet behind it. 
Today she walks along the aisles of the 
supermarket and scrutinizes labels with- 
in inches of her eyes. To her, intent on 
spending her grocery money wisely, those 
labels have no charm as “poster art’’; they 
are, literally, “advertising pages” which 
she consults for specific product informa- 
tion and promised benefits. 

I spent most of yesterday in the aisles 
of three supermarkets spying on house- 
wives as they examined, inspected, pon- 
dered, rejected, accepted, bought. I ob- 
served that buying decisions were im- 
mediate in the case of well-known, long- 
established products—Ivory Flakes, Kel- 
logg’s Corn Flakes, Cream of Wheat, 
Jell-O, Carnation milk, etc.; the labels 
were given no more than the most fleet- 
ing of glances. But in the case of new 
or recent products—some of them un- 
advertised, others advertised thinly—the 
labels were read carefully. 

I see no reason why all labels should 
not include adequate information—ade- 
quate on the count of (1) clear brand 
identification, (2) product uses, and (3) 
promised benefits. In the case of new 
or modestly advertised products especial- 
ly, I think it is supremely important that 
the label be, within sensible bounds, an 
“advertising page.” To most of the mil- 
lions of housewives who shop every day 
in the aisles of the supermarkets, the 
product that is not heavily advertised 
will be a stranger. The makers of such 
little-known products have no way to 
sell the housewife (now that grocery 
salesclerks are as extinct as the dodo) 
except through the medium of the label. 
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Herewith are reproduced four labels 
that are in no sense “works of art.” From 
the standpoints of pure design, taste, 
and, above all, simplicity, they probably 
violate every aesthetic principle of come- 
liness and elegance. But I approve of 
them heartily, even though they were 
possibly designed by an “advertising- 
minded representative.” 

Consider, for example, the Muffets 
label. This product, as far as I know, is 
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‘Brush Away...’ 


We take advertisi:.g very seriously. And when an advertiser asks us a 
question right out of a magazine or newspaper page, we take it he wants an 
answer. Especially when he points a finger at us by underlining you. 

Well, Lever Brothers, here is your answer. We not only woke up today with 
“morning mouth”—we wake up every day with “morning mouth.” Not just 
“morning mouth” either, but a powerfully unpleasant combination of “morn- — { 
ning mouth,” “all night mouth” and “last evening mouth.” During the sum- _} 
mer, when friends of ours give cocktail parties on their lawns starting at 
three in the afternoon, we wake up on Monday morning with all three mouths 
mentioned plus “yesterday afternoon mouth.” The center of our bathroom 
mirror, where we open our mouth in the morning to look and see if we have 
become transmogrified during the night into a goat or a rhinoceros, has a 
corroded area about four inches in diameter with a green, felt-like corona 
that glows in the dark. It’s not chlorophyll, either. 

Our immediate reaction is to end it all, then and there. However, turn- 
ing away in utter contempt of ourselves and most of the human race, we in- 
variably find ourselves gazing out into the morning, and slowly we begin to 
fee! like living again. So we coat our toothbrush with dental paste—any kind 
that happens to be available—and hope for the best. One morning we in- 
advertently used shaving cream. Seemed quite appropriate for removing the 
otter fur we had developed that particular morning. 

Chlorodent we have tried. Only trouble is, feeling as we do in the morning, 
when we do use it we have to close our eyes. That g-r-e-e-n color. Wound up 
one morning brushing clean around our neck. Wife thought we'd tried hang- 


“What you do when you get up decides how your mouth and breath are 
during the day,” says the ad. That has definitely not been our experience. 
No matter how meadow-sweet we smell with Chlorodent at 7 a.m., by 10 we 
smell like a Brazilian cafe finca, by 1 p.m. we smell like the inside of a cock- 
tail shaker and by the time we get home we smell like an unemptied ash tray 
that has just had a highball spilled into it. 

No, Lever Brothers, we’ll answer your question, but this is one claim we 
won't let you get away with. It just ain’t human. 
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not heavily advertised, and it is probable 
that millions of housewives know little 
or nothing about it. Wisely, in view of 
this, Quaker makes an “advertising page” 
of the Muffets label. 

First, identification is made certain 
with an eye-filling display of the product 
name, Muffets Shredded Wheat. The 
shopper is informed that the package 
contains 12 servings, that Muffets are 
“round to fit your cereal bowl,” that they 
are “100% whole wheat,” that the net 
weight is 93/5 ounces. The identity of 
the maker is made clear with the Quaker 
trademark character and the firm name, 
The Quaker Oats Co., Chicago, U. S. A. 
Best of all, is a full-color picture of a 
Muffet in a bow] surrounded with red 


strawberries swimming in cream. I shud- 
der to think of what would happen to 
this fine piece of salesmanship-in-print 
if the label were “cleaned up.” 


® Even a worse artistic mess is the La 
France Bluing label. This product is, I 
believe, pretty well known, but General 
Foods takes no chances. The label says 
nearly everything that needs to be said: 
(1) the package is the “new economy 
size”; (2) the product is “instant-dissolv- 
ing beads”; (3) the product “blues, whit- 
ens, brightens, saves soap”; (4) the prod- 
uct “makes all soaps and detergents work 
better”; (5) the product is “gentle—can’t 
hurt hands”; (6) the product “blues as 
you wash—no extra rinsings”; (7) 
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Starting Sept. 6 a fa 1 e 


@ delivers its 37th market through 


THE SUNDAY COURIER & PRESS 


(EVANSVILLE, IND.) 


Giving Parade advertisers 99 per cent coverage of the important 
Evansville, Ind., metropolitan market. 


No other syndicated Sunday magazine covers this vital market. 


r | iA 
parade Wie * NOW 30 EXCLUSIVE MARKETS 


The Sunday Picture Magazine © 


MORE distributing newspapers than any other 
syndicated Sunday magazine... and 


MORE markets with over 50 per cent family coverage 


MORE exclusive markets reached by no other syndicated 
Sunday magazine 


MORE cities with no other Sunday newspaper 


MORE advertising readers per dollar of ad cost 
(twice as many as the big weekday magazines) 
THE SUNDAY PICTURE MAGAZINE 

OF 37 LEADING NEWSPAPERS MORE power to you! 


37 
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1 NOW 37 DISTRIBUTING NEWSPAPERS 


NUMBER OF DISTRIBUTING NEWSPAP 


Newspapers 


distributing 


parade 


AKRON Beacon Journal 

ALBUQUERQUE Journal 

BOSTON Post 

BRIDGEPORT Post 

CHICAGO Sun-Times 
COLUMBUS (Ga.) Ledger-Enquirer 
COLUMBUS (O.) Citizen 
CORPUS CHRISTI Caller-Times 
DENVER Rocky Mountain News 
DETROIT Free Press 
EL PASO Times 


ERIE Dispatch 


2K EVANSVILLE (Ind.) Courier & Press 


FORT WAYNE Journal-Gazette 
GREENVILLE ($.C.) News 
HARRISBURG Poatriot-News 
HARTFORD Courant 
INDIANAPOLIS Times 


LITTLE ROCK Arkansas Gazette 


MACON Telegraph & News 
MADISON Wisconsin State-Journal 
NEWARK Star-Ledger 

NEW BEDFORD Standard-Times 
NORFOLK Virginian-Pilot 
OAKLAND Tribune 

PEORIA Journol-Star 

PORTLAND (Maine) Telegram 
QUEENS (N. Y.) Long Island Press 
ROANOKE (Va.) Times 

ST. LOUIS Post-Dispatch 

SAN DIEGO Union 


SCRANTON Scrantonian 


WICHITA Eagle 


VA Yt © © YARD wrirepmhiae aes: 
| WASHINGTON Post 


YOUNGSTOWN Vindicator 


LONG BEACH (Colif.) Press-Telegram 
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the product leaves “never a streak or a 
spot.” Despite the space occupied by all 
of this information, enough is left for 
a bold trade name, La France. 

I particularly like the RIT label. The 
name of the product is displayed in let- 
ters nearly 1% inches high. The function 
of the product, dyeing hosiery, is made 
graphic with a color illustration of a 
charming pair of feminine legs. The color 
of the dye within the carton (Hosiery Tan 
in the package reproduced here) is shown 
with a little swatch-like picture. A line 
of conspicuous type at the top of the 
label—“All Purpose Hosiery Dye”—fur- 
ther defines the function of the product. 
Included also is the name of the maker, 
“Rit Products Corp., New York, N. Y., 
U. S. A.” Finally there is a little block of 


Employe Communications... 


text, 25 words, naming the kinds of fab- 
rics for which the product is intended. 
All of this, mind you, on a label with 
an area of 10 square inches! Would you 
trade it for a “poster label’’? 


s Judged on the counts of simplicity, 
artistic appearance, or optical poster ef- 
fect, I don’t imagine the Nabisco cookies 
label would win any blue ribbons. But 
I consider it to be an excellent label. First 
of all, prominently displayed is a life-size 
illustration of a cookie in attractive full 
color. Secondly, the biggest type display 
on the label is the word BUTTER, and 
that’s important because “Butter FLA- 
VORED” is the promised benefit. Includ- 
ed also in the display is “NABISCO” and 
the name of the maker, “National Biscuit 
Co.,” two items of information to inspire 
buyer-confidence. Finally, in addition to 
“Net Weight 7 Ounces,” there are 28 
words of text detailing exactly what the 
cookies are made of. Viewed as pure de- 
sign, the label is anything but clean and 
simple. But it’s salesmanship. 

I realize, of course, that nothing I 
have said in this piece is news to my 
readers. But still I’m puzzled. I can’t 
understand why I saw scores of labels 
yesterday, while I was spying on house- 
wives in the supermarkets, that violated 
so many principles of salesmanship-in- 
print. 


Things a Public Relations Man Could Know 


By Robert Newcomb 
and Marg Sammons 


(Mr. and Mrs. Newcomb operate 
their own consulting organization 
in employe relations.) 


A large, nationally known manufactur- 
er has just engaged a manager of public 
relations. The job of finding the man, who 
enters the corporate scene to the strains 
of an invigorating five-figure tune, be- 
longed to a top level company adminis- 
trator who nearly lost his sanity in the 
completion of his assignment. He inter- 
viewed an appalling number of candi- 
dates, to find a man who needed only a 
moderate number of qualifications. 


s After the search was completed, the ex- 
ecutive charged with locating the publi- 
cist relaxed, with the air of the hunter 
who has shot his moose on the last day of 
the season. And what he said seems to 
have much point not only for those who 
hope to enter the field of public relations, 
but for many of those who currently pre- 
tend to be in it. 

“The vast majority of applicants for 
this public relations post,” the executive 


said, “seemed to consider that the proper 
preparation of a news release was the ba- 
sic requirement. They argued that public 
relations and publicity are two separate 
and distinct fields—and I agree—but as 
applicants for a public relations job, all 
they seemed to know was publicity. My 
company wanted somebody who can pre- 
pare an intelligent release, both as to 
text and physical appearance, but the job 
doesn’t begin there, or end there.” 

The official deplored the fact that ap- 
plicants for public relations posts seem 
to know little or nothing about employe 
communication. “In our company,” he 
pointed out, “the head of public relations 
must superintend the entire communica- 
tions program. He can’t have simply a 
nodding acquaintance with personnel re- 
lations, built out of the school of theory. 
His knowledge of communications can’t 
be limited to a book he read somewhere.” 

Naturally the executive was distressed 
that so few of the applicants for the post 
had any knowledge of the. industry they 
proposed to enter. He admitted that the 
industry is complex, that it is not easily 
comprehended from a place outside the 
fence. But he expressed concern that an 


applicant for a position of considerable 
responsibility, involving a salary of sub- 
stantial dimensions, shouldn’t take the 
trouble to make even a routine investi- 
gation of the field, let alone the company. 


= At the conclusion of one interview, the 
official said, the applicant was invited to 
ask any questions that might have occur- 
red to him. He had one: “Will you tell 
me how many employes your company 
has, how many plants, and where they 
are located?” This man, mind you, boas- 
ted a public relations dossier as thick as 
your thumb. 
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What are the characteristics of the man 
the company hired? Not youth for one— 
his is a seasoned middle age. He has had 
no experience in the industry, but has a 
sound conception of it, since he has a 
good background in economics and the 
ability to apply it. He has held few jobs, 
and always moved voluntarily from one 
to a better one; he has been active in his 
professional groups; he has learned to 
speak well, on a variety of subjects. He 
has all the other obvious attributes: de- 
termination, vigor, personal charm, forth- 
rightness and the rest. And oh yes—he 
can write a release. 


Looking at the Retail Ads 


By Clyde Bedell 
(Mr. Bedell is a consultant in cre- 
ative advertising who was at one 
time advertising manager of Mar- 


shall Field & Co.) 


Suppose you were a salesman for air 
conditioning equipment for homes, busi- 
ness, industry. Suppose you were per- 
mitted to stand at a busy corner in a 
great auditorium where every kind of 
item people buy was being shown and 
offered for sale. 

Suppose you were told that thousands 
of people would be walking past you 
each day, for the most part in somewhat 
of a hurry, preoccupied quite generally 
with the busy man-and-woman affairs 
of home-making and earning a living. 

Suppose you were told you could have 
the privilege of saying to those busy 
people as they passed, just a few words, 
maybe five or six or eight, just a couple 
seconds’ worth—to interest them in your 
air conditioning equipment—to get them 
to stop and say to you: “Is that so? Tell 
me more.” 

Suppose you were told that once you 
selected those few words, you could not 
change them until after you had said 
them near the eyes and ears of almost 
150,000 (or more) Coloradans. 

If your living depended on selling 
your equipment, you’d think prayerfully 
and humbly about those words. You’d 
want them just right, so they’d be sure 
to select all possible good prospects out 
of the passing parade of people. 

What would you say? 


@ Springtime...warm weather ap- 
proaching! Literally hundreds of other 
salesmen saying words similarly near to 
the eyes and ears of your prospects. 
Other salesmen, hundreds of them, try- 
ing to get the dollars you want. Your 
words had better be pointed, loaded with 
interest for the prospect, or they’ll be 
past you before you register with them. 

You will have to stab arresting words 
into their minds—words that will make 
them pause, that will earn their atten- 
tion and interest. They can’t stop to lis- 
ten to everything a hundred or 200 or 
300 salesmen have to say to them every 
day. 

What would you say? 

How many would you stop with the 
words: “5 years from 3 degrees?” How 
many busy men and women would 
pause, look at you and say, as a result 
of that comment, “Is that so. Why—how 
very, tremendously, amazingly interest- 
ing. I just must hear more about that! 
Please tell me more.” 

How many would stop and listen and 
then say when you were through: “Well 
that’s certainly a dandy way to attract 
my attention to a way to make my place 
cool this summer. You advertising peo- 
ple are certainly clever, perceptive 
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salesmen.” 

On the other hand, how many would 
hurry on wondering mildly: “What’s 
the matter with him?” 

* * 


This ad appeared in the Rocky Moun- 
tain News. I’ve seen ads in that paper 
pull their heads off. But if this ad pulled, 
it’s because people in Denver are easy 
marks and buy everything they can get 
their hands on. 

When you are writing a headline for 
an ad, you are being given an oppor- 
tunity to stand somewhere where the 
people will “all” go by—and it’s your 
job to try to arrest them in that split- 
second of time their eyes fall your way, 
so they’ll pause—stop in their journey 
through the paper, and say: “Really? 
Tell me more.” 


® This was not prepared by the com- 
pany that signed the ad, I’ll guess. It 
has all the earmarks of a factory mat. 
No one on earth should know more 
about how to make ads sell than the 
people who prepare factory mats to be 
put to work in cities all over the country. 

They go to the grass roots, these 
newspaper mats, entering into the homes 
and private lives of men and women 
almost on the doorsteps of dealers. They 
cost just as much to run as strong, 
highly professional-selling ads. And yet, 
manufacturers send out this kind of 
mush: babies to do men’s selling jobs. 

I do not blame the creative people. I 
blame managements which have so little 
understanding of selling they do not see 
to it that they get professional selling- 
in-print. 


— ’ eM se 


| 


Be A Se ES a enter ne ee aro. dee Be ar ted rages ae, haste ek tran: Fp cot Opp oneness eae AG orks, Cn Meret ey, oe tere nt Bory PRED Bins Lok et : Pear SO Nghe es hi, ae CN ad Cee, Bike Ne Pe ote se Dts eae, el eg ey ee 
Diigo ty) aetna iperreibas eM ap gery. yng erage ees Pa oN Digi phos eae ane eM Sage Gitte yn Re os NE Biel Mian ls hsee aman og ncwcamecey ea A tee oh OMY UE (ORME EA ARO CPP ead RA tls aN oe Cie Se lla es Sangeet Fite Fa Ya cae eT Seo hs Oa Fi rena ane ee ae 
ee i een test ane es Doi et eae be et era, eh aes es. Baie i ay ei eee ee SPA a en ak 8 st Sa ve a I Mi un. od OR! OMe amet Pat eS serra ou Acne ok Pee es ode pM ay ne es 
ee fee Aer A SEE UE te atcha ae AN Sees teary Ser (Es ar : pas a i DON ey Se” Hea sR Ce ES DN Pen C1 tet gas cae nas ee es eh S ssc ae A ne ae ed ES Fel en a a ge “8 hee Si) sate: eee Nos ee Ngee Pine, oats Fah eatin er ae aR ary he Deere es «85 brea Mee iog urea 
ia ia ae ayoee Bind steak rte i a a Sues 9: =e, ae ie age PS See fe eee i, is Se eee oh ore aoe eed SSN ilie sgt gees War OT eM rain eee foeegr nS Sewer. 2° ae Re ne rer peel” ® Pia eases te 2h ey Ae Seal ts ea eer RC ee P 5 
ee BSD es line aaa ee oe atom Pei een $ Toh Rag iano we age” Sa Sia Ree ne nena emer es ee aS ee An Po ag eM be, ete eS 
pee % a <i Rata eS “ Mee eer hg § vas) Pei a eee ae te ae’ Stee Seg ss? ere at ee 3 om thre ee - & ros Me beeen cag ited Bie ors yl ae ae Ny ty 
i ere iH Ba aa BUS: passa ae eee SG ye agree Sikes aoa ae pa Se Re ae heen ep een Te aera ; . oes Spe gs, ee ea alates 1 2 a eee ec SS oon RE. LES OMe cers cae Pie es a oa of er 
Sak te ee > Pe oe a ES Seed eed, : : a a oF Eine os, San ea ae ot ra fet poral ’ he ia ae <8 il cee eee Ra oe uci a. foes. Min ee Ae ea ee 
Sa : i 5 : - ee ae tease oes ek ata eon Bee PN Cee RO OS aR on cM, cane eS 
ia . . ° . ’ e Sie, = a oe nee, eS Oo ee See 
: I 5. ERR TRE oe 
° te ; e 
© 
ua : . eaters. 1s £ “i ed PE aa gee nie Wet ets Peg re Was hare ee es Oe L 
et eae Re. = NABI SCO armel ' ae aN 7 joe ¥ 
es Oty ene ge . de beg: percecrints ae & Pigs a 
pes * a “ ) oer ox ae Bie) > cate ibs 
a eis zi ag E: ere . ser ae 
e de Bo gaat ae Da A) j : artes , 
F he “a — ) a ae ae 2 Poteet MS AG, 
: ee oy we. pile . i _——n a 2 * i A 7 
. eee le A rr a) . 4 "4 Paap ? 
a ee em © a a; ‘ a : } 
; Goi ies u ¥ ts Le re Bi gic waia $0 2 Sent 2 7 
iS Saas a | 
{ eee ee RO he tis 
é i eee tthe” ptt ; ‘ 
‘ ” a eMule PS These delicious cookies, very high im shortening content, are made wich flour, sugar, shortening, corm } 
WEIGHT hs oad ¥ canes, <gyp, suet salt satis, juss consmeny bone, ists, lesvening and sons Goes, oe 
om ADORESS: “v. 
-7 OUNCES macs mv % * NATIONAL BISCUIT COMPANY pt : 
fattbhiacsmanecccsssancnccsscoescccoone TQ OPEN CUT ALONG DOTTED LINE <-ocenreooncennnncessoenconnemmensmmam, 
4 
fi fs ( : : 
Wew 6 ALL PURPOSE _ } q 
; ‘ cal a nS hoes Cee ow 
\ ; IZE ee Re Se ie em % 
im 7 ae we Be seh { 4 
=. fs ae ‘ 4 
’ ee SSCr ae A a) ; 
en Pigg rosea sil Boy ‘ Be 
; ik F ai. i f ’ 
4 fj A i wy : 7 Y Ree 5 
we : gee oe bog 
Ped i: ig i, ae 2 i 
Me g instant. me ae, a: 
ee Bees ‘ ag Wiig 
ae aa r veads ~ : Pa nee Sn ae ae a ie 
ian ary ae. oe - 
TINTS and DYES — oF sen a st 
aii y Ltr Ril PRODUCTS CORPORATION =p Ba 
Paes / 7 ze ‘ 
eos ¥ ¥ U.S : 
Sipe ‘FE 68 cat MEW YORK.NY US A 7 
ee ih wl <a3 a 
te So - Sn 
pian eeeg _— A x 
= ety age BLUES es 
reat i qi / fl y oy 
ee Bs 
8 Pr! WHITENS: ; 
A a f ‘ oth 
; 2 
a of Be : aa j } 
Sle Aad — fase: oe ; 
u a hy ae | 
MAKES ALL SOAPS AND 5 ; ; 
shes ies unsick : | ic 
DETERGENTS WORK BETTER = = 
bg . . » o ‘ a 
3 5 = ceo I Bo 9 : 
oN , A , oP out ys @& af 
: : Mids Piel Le CA 
{2 7, » : Sf ‘?end) ‘1 ‘a0, a a 
felon VAZ —4 7 5/ Ow - Oo” + Kg Aigmany 1953 
pion i Zs eS -4 s J 7 4 te A + Marat cet es 
ee a +} ]-T-jaja|s) is 
s ob sora a 
© 
CINE 5 
i Al comditimong -comatant to ’ re 
aur day owt, ia the Chrysler A St Ser ae 
re Cae eompressors that are mow warranted tor S years t i 
Lea Ne 
EE ‘Vow the come air condisoning that Leeps people cot and eff + ae 
ee con ein Ge oF condemn mete bo pF ~ = 
re Compresors machined and assembled in the Chry ler Airtemp che. a 
en Ot Combed factory Rave all ese ads ant ages = ee _* ee 
ie © Mowtore end dort enemies of long hfe and woubie free z Bt 
bee peratnon cannot get into the Comprewcw during snembly Ress AS 
— : © Campresce parts 60 not rust on corrode trom comact wie : gt 
Ee font hands during evthet manulacture oF assembly a) a 
es E © Tonts, pes and Griures are ate ays af @ constant temperature —: re 
pits fs thus amuring qualty that « the same day ater day ns 
oe a eet 
aA Ss Po 
eae i 
es a ssn = 
ers ~ ee 
po 
7 / aes 
ee i 
‘cto ae 
Age a a 
ee ; 
ages ee 
Ee re 
we ce 
a £ 
ie ws 
ne i 
ae ae 
ne i Va 
er . 
ERO ‘ 
ees Nee a : 
a ‘ 
ene: { ; 
es H mn 
. Pe 4 
hee ? , 
ers ‘ : 

§ a 
ait ’ au 
Hn é _ 
cee } : ; 
. { 

¢ 

ie 

: 

| a 
eae 
‘i . 
re - 

ae 
BEL: z <2 i - ; 


yy; 
thi 
Ih, 


NET PAID ABC —12-31-52— 800,880 


- Advertising men are watching Nation’s Business... its sparkling new covers 


in full-color bloom—its crisp, story-telling photography—its easier-on-the-eyes type dress 


ay —its lighter, brighter artwork. And these are only a few of the reasons why NB has 
g, ; 

oy gained accounts and pages for 12 consecutive months—up 17.2%, last year, now, so 
of 

+ far for ’53, 20% on top of that fine figure... Nation’s Business, Washington, D. C. 
tle . 

see mass coverage of business management 
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Bates Shoes Sets Fall Ads | 


Bates Shoes Co., Webster, Mass., 
maker of men’s shoes, has pre-| 
pared a fall advertising schedule 
using Collier’s, Elks’ Magazine, | 
Esquire, The New Yorker, Time. 
and True. A complete newspaper | 
mat service will be provided) 
dealers. Reingold Co., Boston, is 
the agency. 


Daly Named Eicor Sales Head 


Hugh J. Daiy, from 1946-48 as- 
sociated with Eicor Inc., Chicago, 
maker of tape recorders and elec- 
trical equipment, has returned to 
become sales manager of the com- 
pany’s tape recorder division. Dur- 
ing his absence, Mr. Daly was mid- 
west sales manager of Redmond, 
Co., Owosso, Mich. 


We produce the 
UNITS and METAL PARTS plus 
IDEAS ond WORKING MODELS 


THE AMERICAN DISPLAY CO. oavton 2, 


Gets ‘54 Brand Names Drive 

H. B. Humphrey, Alley & Rich- 
ards, Boston, will serve as volun- 
teer agency handling the 1954 
magazine, newspaper and transit 
campaign of the Brand Names 
Foundation, New York. The 1953 
agency is Hewitt,,Ogilvy, Benson 
& Mather, New York. 


Gair Boosts Dr. Keith Max 

Dr. Keith Max, assistant tech- 
nical director of the research de- 
partment of Robert Gair Co., New 
York maker of packaging contain- 


ers, has been promoted to head pa- | 
perboard production of the com-| 


pany’s folding carton division. 


Honold to Rhoades & Davis 

G. Albert Honold, formerly an 
account executive with Ralph H. 
Jones Co., Cincinnati, has been 
named v.p. of the Los Angeles of- 
fice of Rhoades & Davis. 


American Hide Boosts Folts 

DeFred G. Folts Jr., assistant 
advertising manager, has been pro- 
moted to advertising manager of 
American Hide & Leather Co., 
Boston. 


i 


| WILLIAM R. WYATT, formerly v.p. in charge 
_ of the New York office of George W. Clark 
Inc., station representative, has been named 
director of member service for the Broad- 
cast Advertising Bureauy, New York. The 
appointment is effective Aug. 15. 


Marker to Taylor-Norsworthy 

| Robert S. Marker, veteran ad- 
|vertising executive, has been 
named creative director of Taylor- 
Norsworthy, Dallas agency. Mr. 
Marker will head the plans board 
and the copy department. 
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Sixth Appleton Buying Habit Study Shows 
Philco Leading in Local Television Boom 


APPLETON, WIs., July 28—Near- | 
ly one family in six (16.4%) in’ 


Emerson’s, from 6.7% to 4%. 


| the Appleton city zone area now|® These statistics, with similar 


‘owns a TV set, compared with one | breakdowns for groceries, drugs, 


in 15 (6.7%) only a year ago. 
Implied in these figures is a) 


cosmetics, and appliances, are con- 
tained in the sixth annual “Con- 


‘large-scale television sales boom,|Sumer Buying Habit Study of the 


due to the scheduled opening of a 
TV station in Appleton this Sep- 
tember. 

Philco seems to be getting the 
lion’s share of the new sales. Some 
13.1% of all TV owners in the city 
zone now have Philco sets, com- | 
pared with only 3.3% in 1952. Ad-| 
miral still leads in set ownership | 
with 14.6%, compared with 13.3% | 
last year, and Zenith also increased | 
its share—from 7.8% to 8.5%. 

All other major competitors lost | 
ground in the past year. Crosley’s 
share of the market declined from 
12.2% last year to 8.0% this year; 
General Electric’s, from 10% to 
8%; RCA’s, from 16.7% to 7%; 
Sparton’s, from 10% to 7%, and 


PHILADELPHIA 


By late summer, a rating 


point on WPTZ will 


mean more for advertisers than ever before on 


any Philadelphia station! 


WPTZ's upcoming coverage increase will 


bring an area gain of 60%, and a population 


gain of more than 25%. 


town, Reading, Bethlehem, Trenton and Wil- 
already looking to WPTZ for the 
best TV.. soon will be getting a signal as 
strong and clear as that received within a few 


mington. . 


Cities such as Allen- 


miles of the WPTZ transmitter. WPTZ will 
continue to deliver the best signal to the largest 
number of people over the largest area. 


Be sure to get this important plus in your 
Philadelphia market coverage! For availabilities, , 


get in touch with WPTZ or NBC Spot Sales. 
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ITS STRONG, CLEAR PICTURE TO 


6!; million people 


IN AN AREA OF 
OVER 15,000 SQUARE MILES 


Appleton City Zone Market,” re- 
leased by the Post-Crescent in co- 
operation with the Medill School 
of Journalism, Northwestern Uni- 
versity. 

The area covered by the study 
includes Appleton, Menasha, Kau- 
kauna, Neenah and several smaller 
towns, for a buying population of 


(24,171 families. About 1,200 inter- 


views, representing 5% of the fam- 


‘ily population, were conducted last 


April. 

Other buying trends revealed in- 
cluded the following: 

Instant coffee use is still on the 
increase in Appleton, though not 
spectacularly; 22.3% of the wom- 
en shoppers polled said they use 
soluble coffee. On that score, there 
was very little difference among 
economic classes with 23.9% in 
the $7,000-and-over income brack- 
et and 20.9% in the under-$2,000 
class. 


a Despite a three-year decline, 
Nescafe still leads the instant cof- 
fee field in consumer preference, 
with 37%, followed by Sanka 
(15.9%), Borden’s (15.2%), Max- 


| well House (13.3%), Chase & San- 
‘born (9.6%), and George Wash- 


ington (7%). 
Use of margarine by Appleton 


| housewives has reached 48.3%, the 


survey shows, compared with only 
23.8% as recently as 1950. Still in 
the lead among margarines is Jel- 
ke’s Good Luck, used by 24.8%. 
This is a decline, however, from a 
41.2% usership in 1952. 

Close behind are Blue Bonnet 
(20%) and Parkay (15.4%, com- 
pared with 7.7% a year before). 
All-Sweet users increased from 
4.3% in 1952 to 8.4% last April. 

In the prepared cake mix field, 
the new Duncan Hines brand made 
an impressive entry into Appleton, 
with 17% of the market. Pillsbury 
still held its dominant position, 
with 47%. Other leaders were Bet- 
ty Crocker (15.6%) and Cinch 
(8%, a decline from last year’s 
14.8%). 


@ The Post-Crescent’s 64-page re- 
port also confirms the big differ- 
ence between men and women in 
cigaret preference. But a new 
check in the jewelry field shows 
that the sexes are well agreed on 
makes of wrist watches. 

Both men and women gave first 
preference to exactly the same sev- 
en brands: Bulova, Elgin, Gruen, 
Hamilton, Swiss make, Benrus and 
Helbros. The order of preference 
was also the same, except that the 
men gave Hamilton the edge over 
Gruen. 

Also revealed was a high per- 
centage of wrist watch ownership 
among those interviewed—86.2% 
of the women and 83% of the men. 
Even in the lowest economic brack- 
et (under-$2,000), 67% of the 
women and 72.5% of the men were 
wrist watch wearers. 


‘Manual’ Raises Rates 


Baby Care Manual, New York, 
a quarterly given to new mothers, 
will increase its circulation guar- 
antee by 11.1%, 
to 500,000, and its advertising rates 
by 5.4%. The new b&w page rate 


|'will be $5,375. The changes are 
|effective with the February, 1954, 


issue. 


La Salle Litho Names Two 


Herbert M. Berman, formerly 


with the Ever Ready Label Corp., 


has been named v.p. and secretary 
of the La Salle Litho Corp., New 
York. Irving Robert Gilman, for- 
merly director of research for the 
Institute for Research in Mass 
Motivations, has been named di- 
rector of sales promotion. 


going from 450,000 - 
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NEW TARGET—H. D. Lee Co., Kansas City, 
is aiming a new series of ads for its work 
clothes at mothers via quarter pages in the 
Ladies’ Home Journal starting in Septem- 
ber. Mothers, Lee has found, buy more 
than 50% of the work clothes for the 
men in the family as well as jeans, etc., 
for children. Gardner Advertising Co., St. 
Louis, is the Lee agency. 


TV Is Top Choice of 
Druggists as Sales 
Help, Survey Finds 


New York, July 28—An over- 
whelming percentage of druggists 
surveyed by Fact Finders Inc. in 
33 cities said television advertis- 
ing gives them the greatest sales 


help. 
Magazines, second in choice 
among the druggists, ran far be- 


hind with the vote of 29.2%, com- 
pared to the 86.0% who chose tele- 
vision. 

Newspapers were third, 25.6%; 
radio fourth, 23.0%; outdoor next, 
10.2%; displays sixth, 2.6%, and all 
other media received 3.6%. 

Since some druggists voted for | 
more than one medium, the per-| 
centages total more than 100%. 


s Thirty-nine per cent of the. 
druggists said they could recognize 
a definite increase in business 
from magazines, and Life cam- 
paigns were most frequently men- 
tioned by them. Products receiv- 
ing most mentions were those in| 
cosmetics and toiletries classifica- | 
tions. 

Magazine-advertised toiletries 
and cosmetics products named by 
druggists as having the greatest 
sales impact were Colgate, Max 
Factor, Revlon and Toni. 

Personal interviews were made 
in 2,317 stores, which, in most 
cases, were middle volume stores. | 
Of these, 15.2% were chain out- 
lets, 83.8% independents. 


L.A. Art Directors Elect 


Jack Roberts, Carson-Roberts, 
has been elected president of the 
Los Angeles Art Directors Club. 
Other officers elected are George | 
Rappaport, Anderson-McConnell, 
lst v.p.; James Hawkins, Studio 
Artists, 2nd v.p., and Juan Casado, | 
Erwin, Wasey & Co., treasurer. 


‘Family’ Names Eaton 

Jack Eaton, formerly with his 
own publishers’ representative 
company, has been named eastern 
advertising manager of Family, 
new monthly magazine to be sold 
in drug stores. The magazine was 
originally titled Family Digest for 
Better Health. 


Bolling Moves Chicago Office 
The Chicago office of Bolling 
Co., radio station representative, 
has been moved to the Tribune 
Tower. Bob Bolling, son of Robert 
H. Bolling, has joined the Chicago 


staff. The company has. been 
named by KLPR-TV, Oklahoma 
City. 


KCBS Appoints Nelson A.E. 


Byron Nelson, formerly on the 
sales staff of KYA, San Francisco, 
has been named an account execu- 
tive on the sales staff of KCBS, 
San Francisco CBS outlet. 


'named art director of William Mel- 


Publisher Changes Name 
Magazines of Industry Inc., New 


, York, has changed its name to Dun 


& Bradstreet Publications Corp. | 
The staff has been transferred to) 
99 Church St. The new corporation | 
will publish the merged Dun’s Re- | 


‘view and Modern Industry. | 


Harris Appoints Male 


Carl Male, formerly with W. L. 
Stensgaard & Associates, has been | 


ish Harris Associates, New York 
consultant, designer and producer | 
of point of sale material. 


Truesdale Named Ad Head 
Jack Truesdale, vith the news- 
papers since 1942, has been pro- 
moted to advertis:: ng director of 
the News and Piec ont, morning 
and afternoon paprrs, respective- 
ly, of Greenville, 5. C. He suc- 
ceeds the late J. G. (Jack) Young. 


Esslen to Ketchum, MacLeod 

G. R. Esslen, formerly associated 
with Bendix International, New 
York, has joined Ketchum, Mac- 
Leod & Grove, Pitisburgh agency, 
as an account executive in 


/public relations department. 


the | 


Automatic silk-screen ‘equipment nt for speed 
and economy. Specialists in short run 


large surface ee ae 


door advertising. 
4-COLOR SCREENOLITH - 
PROCESS. 


SOLID COLOR PRINTING 
fg 


the highs gait , lowest cost sitk-screen coiening 
le KN the largest printers of local 
_ ond sectional 24-sheet posters in 
£1 the United Stotes. 


| Dickson Joins Kal, Ehrlich 


Federal Ad Names Shinn 


David Dickson, formerly with Herbert S. Shinn, formerly with. 
Martin Advertising, has been ap-|Compton Advertising, New York, | 
pointed director of the direct mail| has been named general manager | 
department of Kal, Ehrlich & Mer-'of Federait Advertising Corp.,, 


rick, Washington. Paterson, N. J. 


Pad Hictiotron 


us -F ES is Sed 1 St 


1570 S$. FIRST ST., 
OFFICES IN: New York * 


MILWAUKEE, WIS. 
Boston 
Pittsburgh ©* Detroit * Chicago 
Lovis * Dallas * San Francisco 
Noe) Seattle * Portlond 


TALK 


ONLY DES MOINES 
STATION THAT CAN 


& 


@ So you know you're right when you 


buy the Big-Time Buy 
with the fabulous personalities and 
the astronomical Hoopers! 


HOOPER LEADER... 
MORNING —AFTERNOON—EVENING 


31.1% 49.8% 36.9% 


Audience Share Audience Share Audience Share 
C. E. Hooper Audience Index, Des Moines — June, 1953 


. the station 


f Represented by Katz. 
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Brewers Hiked Sales, 
Cut Ad Costs in ‘52 


(Continued from Page 3) 
in measured media. Instead, most 
of its ad budget was spent in out- 
door and in local TV. 


8 A graphic demonstration of the 
amount that brewers generally 
spend in non-measured media is 
provided by comparing AA’s fig- 
ures on unit ad costs with the fig- 
ure for the entire industry esti- 
mated by the U.S. Brewers Foun- 
dation. 

AA found that the biggest brew- 
ers were spending an average of 
41¢ per barrel in measured-media 
advertising. The foundation, in its 
“1953 Brewers Almanac” (AA, 
July 27), based its calculations of 
all-media ad investments by the 
whole industry on a cost per bbl. 
of $1.47. Most of the considerable 
difference between the two figures 
may be considered as representing 
use of advertising and promotion 
outside of newspapers, magazines, 
and network radio and TV. 


# The over-all findings in AA’s 
cost study went like this: 

Total advertising investment by 
the companies surveyed increased 
from $17,943,454 in 1951 to $18,- 
515,420 in 1952—a gain of 3.2%. 
But total sales increased in the 
same period from 42,090,000 bbls. 
to 45,386,000 bbls. for a twice-as- 
big gain of 7.8%. 

Result: while ad expenditures 
were climbing by 3.2%, ad cost 
per barrel of beer sold was falling 
by 4.6% (41¢ per barrel last year, 
as against 43¢ in 1951). 

Converted into cost per case of 
24 12-0z. bottles, this meant a de- 
cline in advertising cost from 3.1¢ 
to 2.9¢ per case. (In converting 
barrels to cases, the standard 31- 
gal.-per-barrel figure was used.) 
It was also a reversal of a recent 
trend which has carried beer ad- 
vertising cosis up from 2.2¢ per 
case in 1949 to 3.1¢ in 1951. 


s The breakdown by individual 
companies in the accompanying 
table gives a much more compli- 
cated picture than the industry av- 
erages quoted so far, with costs 
and expenditures wandering all 
over the lot. 

Among the 18 firms surveyed, 
the range in ad costs was from 
0.4¢ to 7¢ per case, with measured 
media investments ranging from 
over $2,900,000 down to less than 
$92,000 (and, in the case of Pfeif- 
fer, to zero). 

Roughly, the big breweries fall 
into three groups, according to the 
size of their ad costs. 

At one extreme are Drewry’s, 
which spent 0.4¢ per case last year; 
Lucky Lager (0.6¢), C. Schmidt & 
Sons (0.9¢), and Pfeiffer’s, which 
shows up with no expenditures on 
measured-media lists, because it 
switched most of its advertising 
to non-measured media. 


s At the other extreme are those 
companies with the biggest ad 
costs per case: Blatz (7¢), Lieb- 
mann (5.6¢), Pabst (5.4¢) and 
Ballantine (4.4¢). 

The 11 firms in the third group 
stand near (and somewhat below) 
the average in ad cost, their rates 
of spending running between 1.5¢ 
and 2.9¢ per case. This includes 
both of the two biggest brewers— 
Schlitz and Anheuser-Busch, who 
last year spent 2.7¢ and 2.0¢ per 
case, respectively. 


® Both of these giants managed to 
cut their ad costs substantially 


between 1951 and 1952, chiefly as. 
a result of burgeoning sales. Miller, | 
the fifth-ranking brewer, came out G 


with the same 2.9¢ per case in 


1952 as in 1951—the result of a. 


nice balancing of increased ad ex- 
penditures and increased sales. 


| Pabst increased sales last year 
‘by almost 100,000 bbls., and its 
per-case ad cost went from 5.2¢ in 
’51 to 5.4¢ last year. Ballantine, 
with a sales boost of nearly 50,000 
bbls., increased its ad budget sub- 
stantially, thus raising its per-case 
cost from 2.8¢ to 4.4¢. 

| Blatz, with a sales drop of 137,- 
000 bbls., had a per-case cost of 
|7.0¢ last year, as against 9.8¢ in 
1951. 

Theo. Hamm Brewing Co. ex- 
penditures in measured media 
| were only half as great in ’52 as 
in ’51, but the St. Paul brewer ac- 
tually has been spending large 
sums in local radio and television 
during the past year. 

Hamm sales have increased from 
1,053,000 bbls. in 1950 to 1,150,000 
bbls. in 1951 and 1,380,000 bbls. 
last year. 


# It is hard to measure sales re- 
sults against ad costs and expendi- 
tures because of the aforemen- 
tioned incompleteness of the ad 
expense data available. Of some 
significance, however, is that none 
of the top ten brewers was in the 
lowest ad cost group, and only one 
of them—Anheuser-Busch—spent 
as little as 2¢ per case. On the 
other hand, all four of the biggest | 
per-case spenders were members 
of the top ten. 

The best test, perhaps, is among 
the top five companies, all 
of which sink a large proportion of 
their budgets into measured-media 
advertising. 

Miller Brewing Co. could point 
to the best sales-increase record 
of the five, having more than 
doubled its sales since 1949. This 
great growth was accompanied by 
a rising ad cost, as the firm trebled 
its ad expenditures in the 1949-52 
period. 


® For the rest, the ad-sales re- 
lationship was not quite so neat. 
Pabst, in spite of a much enlarged 
investment in advertising, only 
managed to hold its own, selling 
slightly less beer in 1952 than in 
1949. 

Ballantine, between 1949 and 
1952, increased its ad expenditures 
by 131%, but found its sales re- 
duced by 15%. As a result, the ad 
cost per case multiplied some 2% 
times. 

Both Schlitz and Anheuser- 
Busch come out of the four-year 
comparisons as companies whose 
ad investments showed a steady 
growth, slightly in excess of some 
very impressive sales gains. Thus, 
Schlitz increased its ad outlays by 
52% between 1949 and 1952, and/| 
reaped a sales gain of 36% in the| 
same period. 

Anheuser-Busch came up with | 
a still closer ad-sales match—43% | 
greater ad expenditures against a| 
33% sales increase. In both cases, 
there was a slight four-year in- 
crease in ad cost per case, amount- 
ing to 12.5% for Schlitz, 5% for 
Anheuser-Busch. 


Pushes Low-Calorie Drink 


Rock Creek Ginger Ale Co., 
Washington, has begun to promote 
its new “no-calorie, sugarless” | 
Trim soft drinks through newspa- | 
pers and radio. Copy describes | 
Trim as being “as non-fattening 
as ice water.” Three flavors— 
ginger ale, Kola and root beer—)| 
have been introduced. Kal, Ehrlich 
& Merrick, Washington, is the) 
agency. 


Index Supermarket Stories 


An “Index of Super Market Ar- | 
ticles,” containing 2,000 articles on | 
supermarket operation published | 


by Chain Store Age, Progressive 
rocer and Super Market Mer- 
chandising, is now available to 
Super Market Institute members. 
The index covers the years from 
11936 to 1952. 


| 
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Per-Case Costs of Beer and Ale Advertising 


Sales of brewers whose 1952 output exceeded 1,000,000 bbls. related to 
the amount invested by each in magazines, newspapers, Sunday sections, 
network radio and television, and farmn magazines during the past four 
years. These figures are not offered as complete records of ad expendi- 
tures; brewers spend large sums in outdoor, in spot radio and TV, and in 


newspapers on a local or regional basis. 


1952 1951 1950 1949 
JOS. SCHLITZ BREWING CO. 
a rrr 6,347 5,716 5,097 4,673 
RRR ORS Ener $2,341,768 $2,347,578 $1,749,321 $1,537,550 
Ad cost per bbl. ................... eed 37¢ aie 34¢ 33¢ 
eee I 555s cmiasncdetacseasisd 2.7¢ 3.0¢ 2.5¢ 2.4¢ 
ANHEUSER-BUSCH INC. 
I I gard pnhcnessnivievacissienbcoess 6,034 5,479 4,889 4,526 
I oo cs ccoinsapyennenins $1,681,096 $1,887,227t $1,486,292 $1,175,999% 
Pe or asebas pscihcrtducstanaeeed 28¢ 34¢ 30¢ 26° 
ge RR ee 2.0¢ 2.4¢ 2.2¢ 1.9 
PABST SALES CO. 
I NE ns onaseuiaaindnssnnacdaoctodes 4,047 3,950 3,419 4,048 
a os vc ndepvaniondaaivi $2,936,895 $2,848,548 $2,165,251F $1,928,578 
RN ois ceadpeninrnersuatdecenine 74¢ 72¢ 63¢ 4g¢ 
nid lS SS re 5.4¢ 5.2¢ 4.6€ 3.5¢ 
P. BALLANTINE & SONS 
RT discs caidceneoveasschleuiraeradon 4,038 3,990 4,375 4,514 
FE Mec ccsassudtserrsitsseiesensbaubare $2,465,7507 $1,558,3794 $978,676 $1,060,886 
POU MR IIIA Sa cscs ves ccorvssiesnecinssesabess 61¢ 39¢ 22¢ 24¢ 
ee A ons sin konsencseutenaoaniiaeo’ 4.4¢ 2.2e¢ 1.6¢ 1.7¢ 
MILLER BREWING CO. 
NT UIE. Sadevnisscevsnesssoveredasnes 3,043 2,612 2,105 1,330 
I aise sadiinskabstveocousinon’ $1,227,687 $1,035,675 $665,841 $415,731 
IETS - goiidscesinnssssacvansigciarens 40¢ 40¢ 32¢ 31¢ 
= 2 ar 2.9¢ 2.9¢ 2.3¢ 2.2¢ 
LIEBMANN BREWERIES INC. 
RT oko. i cccskcisbintducnsnecsvaes 2,875 2,800 2,662 1,875 
= Eee $2,212,8234 $1,809,258 $1,271,660 $1,660,885 
RN TENE, iiiebsess csstnadgsveadasasonse 77¢ 65¢ 48¢ B9¢ 
OE RS 5.6¢ 4.7¢ 3.5¢ 6.5¢ 
F. & M. SCHAEFER BREWING CO. 
PINTS MIEN ass ac acancindsnshavdetdesioseys 2,400 2,600 2,652 1,927 
eas sc uesnscindendavevaksacehed $864,375 $647,954= $529,220 $501,896 
i ge eaererer ner srerrr 36¢ 25¢ 20¢ 26¢ 
“ a reer 2.4¢ 1.8¢ 1.5¢ 1.9¢ 
FALSTAFF BREWING CORP. 
I MII IID, 05s Si vo ntediasds eainddsinnvess 2,277 2,295 2,287 2,474 
I si chaps dsicenguiandddanhisteniuns $784,667 $230,046 $388,258 $516,441 
Ad cost per BBN ...ccccsssssccssssssssssssee 34¢ 10¢ 17¢ 21¢ 
venation i” erin 2.5¢ 0.7¢ 1.2¢ 1.5¢ 
JACOB RUPPERT BREWERY 
I IIs cscs sudasgamnnsschivonseesite 1,800 1,517 1,253 1,079 
sr ics adieciesivaaeatescdsiid $465,587 $366,195 $370,242 $606,531 
PE GN TIES. esnrisesernieecinsaseoscosiess 26¢ 24¢ 30¢ 56¢ 
thes Fee 1.9¢ 1.7¢ 2.2¢ 4.1¢ 
BLATZ BREWING CO. 
DS INE a cox esenscsscseisisvercnuecvsse 1,662 1,799 1,746 1,598 
IE cs sneinasnactantsbtesienindbateaiens $1,591,284 $2,433,110 $1,493,668 $1,557,222 
GE EE GINS sis sesssiscrssrsicngiasssnsnsese 96e $1.35 86¢ 97¢ 
eee I ses vidssaahtcbiiibebbioncins 7.0¢ 9.8¢ 6.2¢ 7.0¢ 
PFEIFFER BREWING CO. 
IEE MEET, 2h: cccncescacosecsevivarsesseasers 1,504 1,555 1,618 1,438 
DS es ccsnccadsaseasssbeonbescnvionies a $136,688 $78,668 $42,023 
Fe IE I Es Siisessccnecisinescacesaceceesss —~--— 9¢ 5¢ 3¢ 
eA ae dha teabiasaudiaiasas —--— 0.7¢ 0.4¢ 0.2¢ 
LUCKY LAGER BREWING CO. 
RI IE Geesicanventusvssusdbiocvensioses 1,475 1,242 1,096 857 
IE Bicicusiatespesssnscteceecnisesacnss $116,728 $101,475 $171,217 —_—-— 
BE OIE OE DD: sccviesvsscscsccesssrerinsesies Be ge 16¢ --———... 
PAS ag ee ee 0.6¢ 0.6¢ 0.9¢ —_——— 
GOEBEL BREWING CO. 
BE IS WRIT snibvinescassinsasssataicrencoes 1,445 1,408 1,258 1,142 
RE Sakchecaniudissasctenctaceensoen $506,094 $313,061 $237,159 $210,261 
TE GORE PE TRI, sissies ccccscssesesscessiocees 35¢ 22¢ 19¢ 18¢ 
Fe a EE ianins isvscsensiianbepsadboens 2.5¢ 1.6° 1.4¢ 1.3¢ 
GRIESEDIECK-WESTERN BREWERY CO. 
SIS IONS : ivadsuiditnannisvorabensscacone 1,424, 1,418 1,442 1,436 
pO ECE ieee OE $324,686 ||| $405,557) | $336,685A $332,592A 
PO COE WOE TIN. wrcrisresisssecscsosscescecssoes 23¢ 29¢ 23¢ 23¢ 
1 Ree 1.7¢ 1.8¢ 1.7¢ 1.7¢ 
THEO. HAMM BREWING CO. 
OO a ere 1,380 1,150 1,053 1,100 
I os cst ciscindnnieticaxtevesnssienese $432,626 $704,335 $547,800 $409,021 
BR GIR OE TI. cesses cnrnesesrecseoscensnenees 31¢ 61¢ 52¢ 37¢ 
Ae eS ae 2.2¢ 4.4¢ 3.8¢ 2.7¢ 
DREWRYS LTD. 
I EE os icadvnisbsvevnstssasontensesdes 1,222 772 730 ——— 
I Lin oi shnstictavectostiadshbesuies $91,951* $274,954 $194,058 $156,180 
PE ONE IE TIDE citcsivssnsssisncsscisersscesees g¢ 36¢ 27¢ a 
ELL. eee 0.4¢ 2.6¢ 2.0¢ a 
C. SCHMIDT & SONS INC. 
IR IEE. chcssrnsdvaksccsreonenensatcvees 1,213 1,116 1,068 1,148 
PE NE aisissecvevsseasceveseenscbssceeven $202,3894 $209,554> $234,349 $177,4234 
BE Me OE I: sans sesncenncgssscnsicnseinnees 17¢ 19¢ 22¢ 15¢ 
Me St Fe 0.9¢ 1.4¢ 1.6¢ 0.7¢ 
PIEL BROS. 
PNG SUED sontuveienivincerccndinscnytes 1,200 1,090 767 —_—-—— 
IIE cdsciss vesghccnsesnesishsacenetens $269,014 $633,860** $301,285 $287,353= 
BA COUP BOE WDE. siccccesscceissccscrcsscersseee 22¢ 58° 39¢ maneininteat 
ged or 1.5¢ 4.2¢ 2.5¢ -_—— 


| tFigures include expenditures for Budweiser and Michelob. 


+Figures include expenditures for Budweiser and Muenchener. 

#Figures include expenditures for beer and ale. 

§No ad expenditure listed in measured media during 1952. 

|||Figures also include expenditures for Hyde Park and Stag beer 
Afigures include expenditures for Stag beer only. 

*Figures include expenditures for Edelweiss and Old Stock ale and beer. 
**Figures include expenditures for Piel and Trommers beer. 


—Based on (1) Research Co. of America sales estimates, (2) Bureau of Advertising figures for newspapers and Sunday supplements, 


and (3) Publishers Information Bureau data for magazines, radio, TV and farm magazines. 


s~errecene ems 


' 
7 
; 
e 
i 


Bionic Petes tire cee aN Gr pel ee Brie eget sient 0 a aad CoN Ny pba Dn or ten) Ek) uate Cot na en ee aerate," ee end Sepa og ee Pe CSSD OR yo eee Med. Ga pec ee Spore esl Rama SR enc a ete i Ze 
SRE Gees Ce ru) cca 8 A ii ae Bae i ap ie dane oi Rem See aed Agente i LER ee alr Ba Mepis oe VO e. cee pam ee Spam) © anc Seok EMRE rae SES PS ar are Coun) iy cana a Ma Wark Es Sg apg Spear Fok teeter 6 o> ae eee on ee 
eee fe eee Sper Cr are Ryde oe Rg Ns aeth oy ooe  e EaUG eec oe Se oes eee ate ae ore aati tek te eee ovo * Sea rea een pee erat 8 EL ers A eRe S on gel ae ie OS ae amen so 
ht ee ee : rae «ok So MAS sat eM rg sg’ ee vies aes care aa Pace a7, ORT sere ge, Sap cas ihe ea ae els Sich) ae SS: ee ae ae oa SS eek Se. eS, Per Gees OL he ky Oe eran PR ee ff Re oy Re a ane as. re eR pitiea tos aa vs ae ia 
ae 4 3 : eee RP er, eet ore ‘ . eect ahah ete * E: ‘ d ee 45 * . * i te . Cae Soe ad ae A FS ee Oa Oe 2. Sere tates 
a Dees RAS ace ——— 
\ 
= Ps ee Ad 
| 
} 
| 
i i 
a x \y 
£ 
io 
i 4 
| t i 
| H x 
, is 
: i 
. Fy 
a i 
; 
| . | 
‘ 
t i 
’ | My 
; 
Sd ; / 
Heol y “ 
ae s , 
Sans . 
Be | ns 
Boe SWE! 
as tising 
me Cal., 
oe Assoc 
iia advic 
n moan 
em cy. A 
ou? y 
BA Se prep 
4 | ton » 
vy . _— 
ee | 
mf 8 Ba 
i tm 
ot See 
BB lau 
Pie is pusl 
‘ ™ ~~ soradi 
eee i | and 
ane |f A 
Bal is min 
< ; men 
ee ; kets 
: : f 
ie ads, 
ee pag 
a 
i” j can 
oe. ‘ sup] 
yor om 
ea f and 
es 
: - run 
at | f this 
yale t b&v 
ght f 
eee The 
er ing, 
ie We: 
ioe prot 
a } Mai 
7H te j B 
Be bor! 
er F 
is t Ho 
H 
eae } has 
oF tisil 
“a try 
‘ of | 
dou trac 
dio 
i Na 
oe é FE 
a lyd 
wear gel 
sae Coz 
ss i Ra 
ee’: ma 
: ee Joi: 
: I 
the 
Cor 
N. 
pul 
' son 
Da 
J 
ed 
nu nnn Mo 
ma 
a too 
ee Nh 
of 
se me 
eis sho 
iy 
; Pe 7 | 
Sete ees TS ad oo Rae 2 ath A Bo RF eee Nolet SRO Gee TET Sad tb bp EL oy eek EUS ek, thes hae De ee IO he Sg Renee doe, ks Pesat it ate Pod. . kag Obed Pate we ye ke L0r is oD 


‘'eveiba Po. phe awe ae sg 


nents, 


2. neon 


—— 


mp he pe meune = 


srereey 


in oa 


Si PE Rn EN 


SWEDISH SLANT—Discussing export adver- 
tising plans for Clayton Mfg. Co., El Monte, 
Cal., Fred Franklin (standing) of Franklin 
Associates, San Pedro, Cal., agency, gets 
advice from Nils Ericsson, head of Havff- | 
man & Ericsson, Swedish advertising agen- 
cy. Mr. Franklin went to Sweden to help 
prepare a Scandinavian campaign for Cley- 
ton which will be handled jointly by the 
two agencies. 


Maine Sardines Get 
Backing in 3 Media 


AvucustTa, ME., July 28—The 
Maine Sardine Industry has 
launched its largest campaign to 
push a season’s catch, using local 
radio spots, Sunday supplements 
and store-distributed magazines. 

A 26-week schedule of one- 
minute live local radio announce- 
ments is now under way in 45 mar- 
kets. Twenty two-color and b&w 
ads, one-third and_ two-thirds 
pages, will appear in The Ameri- 
can Weekly and in independent 
supplements in Nashville, Atlan- 
ta, Birmingham, Houston, Denver 
and Columbia, S. C. 


® Six store-distributed books will 
run one-third page ads between 
this October and next June. The 
b&w insertions will be carried in 
The American Family, Better Liv- 
ing, Everywoman’s, Family Circle, 
Western Family and Woman’s Day. 

Theme of the drive is “More 
protein per penny in sardines from 
Maine.” 

Batten, Barton, Durstine & Os- 
born, New York, is the agency. 


Houck Gets Plumber Group 


Houck & Co. of Florida, Miami, 
has been named to handle adver- 
tising and public relations for the 
newly formed Plumbers’ Indus- 
try Program Inc., an organization 
of Greater Miami plumbing con- 
tractors and aides. Television, ra- 
dio and newspapers will be used. 


Names Smith & Hollyday 

Effective Nov. 14, Smith & Hol- 
lyday’s San Francisco and Los An- 
geles offices will handle West 
Coast representation for Farm & 
Ranch, Nashville. At present, 
Simpson-Reilly represents the 
magazine in this area. 


Joins Beeson-Reichert PR 


Lyle E. Olmstead, formerly in 
the public relations department of 
Corning Glass Works, Corning, 
N. Y., has been named assistant 
public relations director for Bee- 
son-Reichert, Toledo agency. 


Davis Appointed A. M. 

John T. Davis has been appoint- 
ed advertising manager for Kent- 
Moore Organization Inc., Detroit 
maker of special purpose service 
tools and equipment for garages, 
service stations and auto dealers. 


Capezio Shoes Boosts Wagner 

Mary Lynn Wagner, in charge 
of the personal shopping depart- 
ment of Capezio Inc., New York 
shoe retailer, has been promoted 
to sales promotion manager. 
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Landon Joins ‘La»oratories’ Mennel Milling Names Agency Merry Names Rowe & Wyman 


Gardner F. Lancon has joined Mennel Milling Co. has named Merry Mfg. Co., Cincinnati toy 
the staff of Industric’ Laboratories, Toledo Advertising Agency, To-| manufacturer, has appointed Rowe 
Chicago news mag: ’ine of indus- |edo, to handle its advertising and & Wyman, Cincinnati, to handle 
‘trial science and engineering, as public relations. its advertising. 
| district sales manager in the New 
| York area. Paul Weidenschilling, 
‘district manager of the New Jer- 
| sey-Pennsylvania ares, has opened 
new offices in the Land Title Bldg., 
Philadelphia. 


Miss Lueder Joins Hoyt 

Louise Lueder, formerly with | 
Kenyon & Eckhardt, New York, | 
‘has been appointed director of | 
home economics for Charles W. 
|'Hoyt Co., New York. An enlarged 
‘test kitchen at the new Hoyt of-| 
‘fices at 380 Madison Ave., will be. 
/supervised by Miss Lueder. The 
agency plans to move about Oct. 1. 


Williams Inc. Gets Charter 

| Jack Williams Inc., High Point, 
|N.C., has been granted a North | 
Carolina charter to operate a gen- 
eral advertising agency. 


os ~ Mag tol She’s young, she’s married, and she has young children in her family 


but...there’s only one 
magazine for young wiwes 


TopA 


? 


Service in eveg# nook and corner of th» vast women’s market is admirably 

achagwe@mpy@ihe giants in the field. Bt it’s not for the Magazine for 
ung Wives! TODAY’S WOMAN s‘ands for service to one woman only — 

the Golden Girl in drug store, department store, supermarket — 

: A. and services are sold. Our girl gets there first because she 

ie She's living through the years of urgent and immediate needs in goods and 
Sgervices. And she’s living through them with TODAY’S WOMAN — 
Pore magazine edited only for her. 


Are you paying for every nook and corner of the big women’s market? 
TODAY’S WOMAN gives you a discriminating buy at a discriminating 
price — 1,200,000" young, married women with over 1,300,000 

young children in their families. 

*Publisher’s Statement to A.B.C., March 31, 1953 


TODAY’S WOMAN, a Fawcett Publication 
New York: Detroit» Chicago’ Los Angeles: San Francisco 
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Advertising Age, August 3, 1953 


BETTER MERCHANTS—Harry Dols (right), merchandising manager, Hiram Walker 
Inc., shows Ross Corbit, president, a blowup of the insignia to be used at this year’s 
Hiram Walker merchandising fair. Showing liquor dealers how to be better mer- 
chants is the theme of the fair which is to be held in 40 cities throughout the country. 


BIG WIND BOYS—Dr. Pepper Co. officials dutifully lined up 
for a balloon blowing contest at the soft drink company’s annual 
picnic near Dallas. Competing for honors in the foreground are 
(from left) Jack Kincaid, assistant office manager; Howland But- 


ler, chief chemist; A. H. Caperton, advertising manager; Robert 
Conybeare, assistant general sales manager, and J. A. Barfield, 
southeastern division manager, who got down on his haunches 
to concentrate on his balloon. 


Ea 


WELL WISHERS—Network VIPs turned out 
to say bon voyage to CBS cowboy star 
Gene Autry as he left New York for en- 
gagements in England. His friends are 
Merle S. Jones (left), vip. in charge of sta- 
tions and general services for CBS Tele- 
vision, and Frank Stanton (right), presi- 

dent, Columbia Broadcasting System. 


FIRST AGENCY GROUP OFFICERS—Richard Whiting (left), Standard National Ad- 
vertising Agency, Seattle, Wash., new president of First Advertising Agency Group, 
accepts his gavel from Everett D. Biddle, Biddle Co., Bloomington, Ill., retiring 
president. Other officers are W. Arthur Lee, Lee-Stockman, New York, v.p.; Gene 
Curtis, Patch & Curtis, Long Beach, Cal., secretary-treasurer; Ron Taylor, Smith, 
Taylor & Jenkins, Pittsburgh, eastern governor; Merritt Owens, Merritt Owens Ad- 
vertising Agency, Kansas City, central governor, and Henry Mayers, Mayers Co., 
Los Angeles, western governor. 


CAMPAIGN TALK—Completing arrangements for the first news- 
paper campaign ever used by Stephen F. Whitman & Son for 
Whitman’s chocolates (AA, July 27) are (left to right) Harold 
F. Davis, account executive with Ward Wheelock Co., the Whit- 


man agency; Julian T. Barksdale, Whitman sales manager; Wil- 
liam M. Noonan, president and director of sales of the candy 
company, and William Maginn, a representative of the Bureau 
of Advertising, American Newspaper Publishers Assn. 


MILLION DOLLAR CAKE—A. C. Kalmbach, president of Kalmbach Publishing Co., 


AGENCY SUPPORT—Frank Bull Advertising Co., Hollywood, West (center), Associated Plumbing Contractors of Los Angeles, Milwaukee, cuts into a cake decorated with stage money to mark his company’s 


rounded up six clients to sponsor entrants in the annual Chevro- 
let National Soap Box Derby. Mr. Bull is at left with his own 
favorite, Otto Miller. Among the cooperative clients were Jim 


with Lee Rush, and Lee Miller, president of Lemlar Venetian 
Awning Co., with Rex Bridenthal. Winners in local contests will 
compete for national honors at Akron this month, 


entry into the $1,000,000 annual sales bracket. Kalmbach employes waiting for a 
taste are (left to right) Dolores Westley, Margaret Rigo, Eileen Hennen (who baked 
the cake), Betty Barley and Jeanne Boudnik. 
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Beller Living 


Circulation Guarantee 


“=|9.500,000 | 


Effective 
February, 1954 


Effective with the February, 1954, issue, BETTER LIVING will guarantee 
2,500,000 annual average net paid—a gain of 200,000, or almost 9%. Rates will 
increase an average of 7.8%. 

More than 10% of America’s food dollar is spent in the more than 9,000 super 
markets that distribute BETTER LIVING every month. They are America’s most 
successful food merchandisers. 

These great self-service stores put their selling drive behind BETTER LIVING, 
America’s self-service magazine. 

It is this store power—teamed up with the unique self-service editorial help 
readers get from BETTER LIVING—that gives BETTER LIVING more power 
to sell, and keeps pushing BETTER LIVING’s circulation steadily up. 


Officially Sponsored by | Super Market Institute 
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Robinson-Patman Act 
Is Now in Foreground 


(Continued from Page 2) 
end in 1914, when it wrote a sec- 


‘pendent tire dealers,” Rep. Patman 
charged. “FTC’s_ investigation 


tion into the Clayton Act providing found that this contract was a 
that sellers could not discriminate private deal between the presi- 
in price, except on the basis of dents of the companies and that 


grade, quality and quantity. 
But the Clayton Act had more 
loopholes than the _ proverbial 


Swiss cheese. The provisions on 


price discrimination were easily 
evaded, through advertising al- 
lowances and other special re- 
bates for favored customers. 


® Its inadequacies became pain- 
fully apparent during the great 
depression, when independent bus- 
iness waged a losing fight against 
the big chains. 

Over a six-year period, begin- 
ning in 1928, FTC had filed a ser- 
ies of reports indicating that chains 
were extracting costly concessions 
from manufacturers and obtaining 
unbeatable price advantages over 
independent merchants. 

In 1936, when independents 
“marched on Washington” and 
rallied at Constitution Hall to de- 
mand anti-chain store legislation, 
these FTC reports provided the 
documentation for their appeal to 
Congress. Encouraged by FTC’s 
research, newly formed trade asso- 
ciations of independents recruited 
congressional aid. Within a short 
time, both houses of Congress 
adopted legislation closing the 
gaps in the Clayton Act. 


# During the House _ hearings, 
Congress was told that the Great 
Atlantic & Pacific Tea Co. alone 
received approximately $8,000,000 
in advertising allowances, dis- 
counts, rebates, brokerage fees 
and so forth from suppliers in 
1934. 
“Thus,” 


according to Rep. 


Wright Patman (D., Tex.), spark- 
plug in the drive for anti-chain 


Joseph Robinson Wright Patman 


store legislation, “the unjustified 
rebates received in the year 1934 
amounted to more than half of 
A&P’s total net profits. 

“The $8,000,000 in itself was 
sufficient to pay all the dividends 
declared on the common stock that 
year.” 

“A&P received in 1933 from one 
manufacturer alone, the General 
Foods Corp., a total of $360,000 in 
the form of advertising allowances, 
which amounted to 5% of its total 
purchases from General Foods. It 
received approximately $100,000 in 
allowances from Standard Brands 
Inc., in addition to a 10% discount 
which amounted to nearly $150,- 
000 yearly,” Rep. Patman said. 


@ Other chains were enjoying 
preferential treatment, too, ac- 
cording to testimony before the 
committee. Among them were 
First National Stores, S. H. Kress 
& Co., Kroger, Liggett Drug, Na- 
tional Tea Co., Safeway, United 
Drug and Walgreen. 

One of the outstanding cases 
was in the automotive field. In a 
contract between Sears, Roebuck 
& Co. and the Goodyear Tire & 
Rubber Co. it was found that in 
the 11 years of the contract Sears 
received preferential treatment 
amounting to $41,000,000. 


“This $41,000,000 represented a) 


consideration given to Sears at 


the expense of Goodyear’s inde-'food purchasing co-ops were de- petitive advantage over a small 


‘not even the directors of the Good- 
year Co. were aware of the infa- 
/mous contract. 

“In addition, the investigation 
revealed a payment to Sears, Roe- 
buck of a secret rebate of $80,000, 
plus 18,000 shares of Goodyear 
stock.” 


@ Whereas the old law tolerated 
price discriminations based on 


new law allowed price differen- 
tials for quantity only to the ex- 
tent that they reflected actual dif- 
ferences in the cost of manufac- 
ture, sale or delivery. 

The old law was silent on serv- 
ices and allowances provided by 
sellers; the new law said services 
and allowances must be made 
available “on _ proportionately 
equal terms” to all customers who 
sell in competition with each 
other. 

Other important provisions of 
the new law: 

1. It was illegal to pay brokerage 
to persons acting on behalf of pur- 
chasers. 

2. It was unlawful to knowingly 

receive the benefit of a discrimin- 
atory price. 
3. The FTC was authorized to 
establish maximum discount units, 
where necessary, to prevent a few 
larger buyers from obtaining ex- 
cessive price advantage, even 
though the favorable price can be 
justified on the basis of differences 
in cost. 


# In drafting the new law, Con- 
gress gave particular attention to 
advertising allowances. In reply to 
a question during debate, one of 
the House interstate commerce 
committee members spelled out 
specifically what Congress in- 
tended when it required allow- 
ances to be based on proportion- 
ately equal terms. 

“If the seller grants an advertis- 
ing allowance to one customer 
there is no reason why he should 
not grant, under identical circum- 
stances, the same allowance to 
another customer based upon the 
quantity of its purchases,” the 
committee said. 

“If one man buys $100,000 in 
goods and should be allowed $1,600 
for advertising purposes, and 
another buys $10,000 in goods, he 
ought to be allowed $100 for ad- 
vertising.” 

What did Congress mean when 
it said a benefit had to be available 
to all customers who compete in 
the distribution of a product or 
commodity? 

“That means the same city or 
community,” a committee spokes- 
man said. “It does not mean that 
an advertising allowance to a cus- 
tomer on a corner in New York 
must be made to one in my home 
in Wisconsin. They do not com- 
pete.” 


e At the present time FTC has 
164 persons in its Bureau of Anti- 
monopolistic Practices, the branch 
of the commission charged with 
R-P enforcement. During 1952 it 
issued 35 cease and desist orders 
involving R-P issues. 

Some of them were of impor- 
tance to basic industries, such as 
the orders dealing with pricing 
systems for lead pigments and 
malleable iron chain. Others in- 
volved discount systems and ad- 
vertising benefits in such indus- 
tries as watches, books, auto ac- 
cessories, greeting cards 


grade, quality and quantity, the} 
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signed to outlaw commissions to buyer solely because of the large brought a number of cases which 
agents acting in behalf of purchas- buyer’s quantity purchasing abil- caused the business world to won- 


| ers. 


® Here are some R-P cases picked 
at random: 

1. Complaints against Bulova, 
Gruen and Elgin for co-op allow- 
ance schedules which concentrated 


FTC Orders Hit 
4 Watch Makers 


March 28—The | 
ommission tod 
Aing wat 


WASHINGTON, 
Federal Trade C 
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payments to a handful of larger 
customers. 


2. Complaint against Atlas Sup- 
ply Co. and five Standard Oil com- 
panies for receiving illegal broker- 
age fees in the purchase of tires, 
batteries and supplies for resale 
at retail at gasoline stations. 

3. Complaint against General 
Foods for negotiating special deals 
which gave individual wholesalers, 
chains and favored independents a 


FTC Hits General 
Foods for West 
Coast Price Cut 


cron—The Federal Tra 
on last week chargeg 
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price advantage in the purchase of 
Certo and Sure-Jell. 


s The confectionery and automo- 
tive industries have provided 
many a target for R-P cases. A 
rash of cases accused leading spark 
plug manufacturers of price dis- 
crimination, illegal exclusive-deal- 
ing contracts and unlawful resale 
price maintenance. 

In one case, the AC Spark Plug 
Co., a General Motors subsidiary, 
was accused of selling plugs to 
motor car manufacturers for 6¢ to 
15¢ each, while charging 20¢ to 
40¢ each for plugs sold for replace- 
ment use. 

Earlier this week the FTC or- 
dered General Motors Corp., Elec- 
tric Auto-Lite Co. and Champion 
Spark Plug Co. to stop price dis- 
crimination in the sale of replace- 
ment spark plugs to dealers. These 
three companies make about 90% 
of all the spark plugs produced in 
the U.S. 

The commission this week also 
ordered General Motors to stop 
price discrimination on automotive 
parts such as oil filters, fuel pumps 
and speedometer cables. 

Virtually all of the nation’s ma- 
jor candy bar manufacturers have 
been accused of giving discrimina- 
tory prices, allowances and serv- 
ices facilities, and illegal broker- 
age fees, to food and drug chains. 


#® One of the landmarks in FTC’s 
enforcement of R-P is the so- 
called “Morton Salt’ case. Here 
the FTC found that four big food 
chains were given a special 15¢ 
per case discount for purchasing a 
total in excess of 50,000 cases dur- 
ing the year. 

The commission declared that 
this discount did not reflect dif- 
ferences in the cost of manufac- 
ture, sale and delivery; in part, 
because the reward was for cum- 
ulative purchases, with delivery 
at different times and to different 
places. Its order was sustained by 
the Supreme Court. 

“Theoretically,” the court said, 
“these discounts are equally avail- 
able to all, but functionally they 


are not. The legislative history of 
the Robinson-Patman Act makes 
it abundantly clear that Congress 


| 


ity.” 

Still undecided, however, is the 
amount of force that FTC can ap-| 
ply to prevent a big buyer from 


——. 


FIC Crackdown on | 
Morton Discounts 
Sets Precedent 


Price Policies of 
Stetson and Others 
May Be Affected 
Washington, Aug. 2.—The FTC 
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obtaining a price advantage which 
can be justified on the basis of 
differences in selling, manufactur- 
ing and delivery cosis. 


# In the rubber tire industry, mail 
order houses have long been able 
to sell tires at retail for less than 
small dealers pay at wholesale. In 
an effort to equalize the situation, 
FTC recently ordered that no com- 
pany can obtain discounts based 
on more than carload lot purchases 
—a unit which was within the 
reach of many independent deal- 
ers. When FTC issucd this order, 
Commissioner Lowell Mason dis- 
sented, warning that mail order 
houses and large gasoline firms 
would evade the restriction by 


unt U. 
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buying or leasing their own tire 
factories. 

Tire manufacturers are now 
contesting this FTC order in the 
courts. 


ws While R-P is a major source of 
FTC power, it is also a major cause 
of bitterness. Some of the most 
celebrated R-P cases split the 
Commission. With the arrival of 
Edward F. Howrey as chairman, 
there have already been changes 
in R-P interpretation. 

To some, R-P with its curbs on 
price cutting and “favors” to pre- 
ferred customers is “soft’? compe- 
tition, antithetical to the “hard” 
price competition required by the 
Sherman Anti-Trust Act. 

Chairman Howrey says he ac- 
cepts the philosophy spelled out 
in R-P. He feels the “soft”? versus 
“hard” competition conflict has 
been unnecessarily emphasized be- 
cause of “unrealistic legalisms” 
used by FTC in some of its cases. 

“As Congress thought of it,” he 
says, “the promotion of price com- 
petition and the prohibition of un- 
fair and discriminatory pricing 
practices constitutes a complimen- 
tary dual program of fostering 
competition in the public interest. 


es “The gearing of the privilege to 
compete with the obligation to 
compete fairly is not necessarily 
inconsistent except as made so by 
strained statutory interpretation.” 

Rep. Wright Patman (D., Tex.), 
who sponsored the act, and has 
continued to protect and defend 
it, says R-P is “hard” competi- 
tion—in the sense that “it makes 
it hard for chains and big business 
with predatory instincts to destroy 
their competitors. 

“In the days when the act was 
under consideration,” he recalls, 
“cutthroat competition was used 
by the big against the small. The 


der about the right to absorb 
freight costs, and use other price 
cutting devices to meet competi- 
tion. 


a The controversy burst into the 
open after the Supreme Court up- 
held FTC’s decision outlawing the 
basing point price system. While 
the majority of the pre-Eisenhow- 
er commission insisted it was not 
questioning the right to absorb 
freight in individual competitive 
situations, Commissioner Lowell 
Mason urged business men to 
lobby for legislation pinning down 
their right to meet competition. 

His warning that the commis- 
sion was limiting the right to meet 
competition gained substance in 
FTC’s attack on Standard Oil of 
Indiana. Here the Commission’s 
“old” majority argued that Stan- 
dard’s special prices for four big 
Detroit gasoline jobbers were il- 
legal because the jobbers got an 
advantage over their competitors. 

Eventually, the Supreme Court 
rejected FTC’s position and ruled 
that Standard had a right to meet 
bona fide offers of its rivals. (With 
Commissioners Lowell Mason and 
Albert Carretta dissenting, FTC 
later renewed its cease and desist 
order on the grounds that Stan- 
dard had failed to prove that it 
was acting in good faith to meet 
competition.) 


# Meanwhile the debate over the 
right to meet competition shifted 
to Congress. Many of the groups 
of small business which had been 
instrumental in drafting the or- 
iginal R-P Act complained that the 
court’s decision blasted a great 
gap in the law. They contended 
price cutting “to meet competition” 
generally is nothing more than a 
device to evade R-P, and give an 
advantageous price to a preferred 
customer. They insisted that FTC 
should have power to act in situa- 
tions where a seller, “meeting 
competition,” gives one customer a 
substantial advantage over others. 
Their point of view was incor- 
porated into S. 1357, sponsored by 
Sen. Estes Kefauver to upset the 
Supreme Court’s Standard Oil de- 
cision. At the same time Sen. Hom- 
er Capehart (R., Ind.) offered a 
competing bill (S. 540) supporting 
the Court, by spelling out an ab- 
solute right for sellers to meet 
bona fide offers of competitors. 


# On March 16 the “old” commis- 
sion—with Mason and Carretta 
dissenting—signified its approval 
of the Kefauver bill. But a few 
weeks later, with Mr. Howrey in- 
stalled in the chairmanship, the 
“new” commission notified the 
senate judiciary committee that 
the endorsement was withdrawn. 
“We believe the right to meet a 
lower price which a competitor is 
offering to a customer, when this 
is done in good faith, is the essence 
of competition and must be per- 
mitted in a free competitive econ- 
omy,” Chairman Howrey declared. 

“...Our free enterprise system 
requires competition in all areas. 
In fact our whole theory of trade 
regulation is based upon the exis- 
tence of competition in every mar- 
ket. If such regulation is to remain 
effective, a seller must be permit- 
ted, when acting fairly and in 
good faith, to meet the equally low 
price of a competitor. 

“We think the Supreme Court 
reaffirmed this fundamental prin- 
ciple in the Standard Oil of In- 
diana case, but if a legislative re- 
statement of this seems necessary 
or desirable, we believe the Cape- 
hart bill will accomplish this. 


s “The view recently, but no long- 
er, urged by a majority of the 


act provides for differences in in- 


commission, and which is the ba- 


dividual business efficiencies and|sis of the Kefauver bill, is that 


economies, but it stands as a bul- 


paints. Several orders involving large buyer should secure a com- tion.” 


During recent years, FTC 


_the meeting of the equally low 
and | considers it to be an evil that a| wark against destructive competi-| price of a competitor should not be 


‘a defense whenever it injured 
,competition. As a practical mat- 
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ter, this completely nullifies the 
defense, and it would then never 
be available to any seller, for the 
Supreme Court has already held 


that every substantial difference 


in price may injure competition.” 
Mr. Howrey’s letter also dis- 


solved any remaining doubt about. 


the respectability of freight ab- 
sorption. “To deny business men 
the right to competitive freight ab- 
sorption requires that every buy- 


er purchase from the closest sup-. 


plier (or suffer the penalty of 
paying higher prices) and it lim- 
its every seller to those customers 
located closer to his plant than to 


the plant of any other seller. If! 


freight absorption is not lawful, 
sellers located in deficit produc- 
tion areas are given an artificial 
economic reward, while buyers 
in the same areas suffer a corres- 
ponding penalty. Without freight 
absorption, sellers in surplus pro- 
duction areas are greatly handi- 
capped, while buyers in such areas 
are given an artificial benefit. 


# “Permitting competitive freight 
absorption—so that a seller may 
meet the lower price of a more fa- 
vorably located competitor—gives 
the buyers a greater number of 
sellers competing for their busi- 
ness. At the same time it increases 
the number of potential customers 
for whose business each seller 
must compete. If business men, 
large or small, cannot meet com- 
petition, the whole nature of our 
competitive economy would be re- 
cast or destroyed; business in 
some areas would balloon and 
prosper while in others, it would 
wither and die.” 

Since taking office, Chairman 
Howrey has promised to provide 
more information about the kinds 
of discounts which are acceptable 
under R-P. 

“T have long thought that one of 
the main reasons for failure to ob- 
tain general compliance with the 
Robinson-Patman Act,” he said, 
“is the mystery and ignorance 
(both in industry and _ govern- 
ment) which surround distribu- 
tion costs. 


a “While savings in cost consti- 
tute the primary justification for 
price differentials under the act, 
there has been little advancement 
in the field of distribution cost ac- 
counting during the 17 years it has) 
been on the books. 

“In Robinson-Patman Act cases 
it has been very difficult, if not 
impossible, to determine precise-| 
ly what cost savings are allowable | 
and how they may be proved. Gen- | 
eral accounting analyses made for | 
management in the regular course | 
of business seem to be unsuitable 
for the purpose of supporting price | 
differentials under the act.” 

He observes that most companies 
at present do not undertake any 
prior systematic analysis, but de- 
velop analysis only when facing 
an actual FTC complaint. 

He proposes to establish an ad-/| 
visory committee on cost justifica- 
tion consisting of economists, ac- 
countants and lawyers, “‘to ascer-| 
tain whether it is feasible for the 
commission to develop standards 
of proof and procedures for cost- 
ing which can be adopted as guides 
to business enterprises desirous of) 
complying with the statute. 


e “If standard methods and pro- 
cedures can be developed, then) 
distribution cost accounting can be | 
built into the seller’s formal books 
of account. This would permit bus- 
iness firms to keep their costs in a 
form which would enable them to 
compute directly the distribution 
costs applicable to specific prod- 
ucts, to specific classes of trans- 
actions, or to specific classes of 
customers.” 

Besides discriminatory allow- 
ances and prices, there are many 
other forms of anti-monopoly ac- 
tivities subject to FTC attention. 
For example: boycotts, combina- 
tions in restraint of trade, restric-. 


tions on trade association mem- 
bership, price fixing, intimidation, | Be 
coercion, combinations to refuse . : ; ae, 
to sell, buying up competitor’s | | 


products, or cutting off compet- | £s loo 


re Itc Fe ee 


good on WCBS-TV 


itor’s supplies or markets. 


@ While FTC has thrived on small | 
business support, it splits with or- | 
ganized small business on at least 
one major issue. That issue is fair 
trade. 

From its inception, FTC has | 
maintained that resale price main- | 
tenance and free competitive en- | 
terprise are incompatible. Over, 
the years, the commission has | 
_issued extensive economic studies | 
‘contending that price maintenance | 
_works to the disadvantage of con- 
sumer and small business man 
alike. 

As FTC sees it, fair trade is, in 
truth, “soft competition.” In its | 
appearance before congressional | 
committees, the commission has 
declared emphatically that it. 
wants none of it. 

Next week: The FTC—where it | 
is going. 
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AMERICANWEEKLY 
creates KHNTHUS [ASM P 


You get market coverage that makes sales grow fast with The American Weekly . . . 


20% or more of the families in 4,204 places of 1,000 population 
or more, and in 765 cities of 10,000 population or more! 


* Enthusiasm is interest raised to the buying pitch! 
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House Tables Administration 's 
$240,000,000 Postal Rate Bill 


(Continued from Page 1) 
office committee will have the 
recommendations of a citizens 
study group—the so-called Carl- 
son committee—which is searching 
for ways to reduce postal expense 
and put rate-making on a “more 
equitable” basis. 

Committee members praised the 
new administration for acting to 
relieve the Post Office of respon- 
sibility for $79,000,000 in air mail 
subsidies. 

In addition, they approved and 
rushed through the House today 
legislation which requires mem- 
bers of Congress and government 
agencies to reimburse the depart- 
ment for about $38,000,000 worth 
of official mail. 


8 While most of the witnesses who 
spoke against the bill directed at- 
tention to the proposal for a 2¢ 
rate on bulk third class and a 47% 
hike in the rate on_ periodical 
mail, the ultimate defeat of the 
bill stemmed from opposition to 
the 4¢ rate on out-of-town letters. 

Opponents of the bill argued 
that the department’s cost ascer- 
tainment system showed that first 
class as a whole “makes a profit.” 
They refused to go along with the 
department’s analogy that “the 
profit on the steak should offset 
the loss on the brisket.” 

In all, the committee had 15 
days of hearings, including seven 
days of testimony by Post Office 
officials. During the eight other 
days—and nights—the committee 
listened to 58 witnesses, including 
spokesmen for 35 groups of mail 
users. It received statements from 
67 others. 

In his presentation, Mr. Sum- 
merfield had argued that the 
elimination of postal deficits is a 
“down payment” toward income 
tax reduction. 


@ While the deficit for 1954 had 
been reduced to a_ prospective 
$315,000,000 through the introduc- 
tion of efficiency measures and 
by increasing rates on parcel post 
and other special services, he con- 
tended that a loss of $1,000,000 
every working day is indefensible. 

He warned that the depart- 
ment’s deficit might hit $1 billion 
in the event there is a drop in 
volume or a series of increases in 
labor and transportation costs. 

Under questioning Mr. Summer- 
field said a breakdown of the de- 
partment’s cost figures would 
demonstrate that the cost of han- 
dling one-ounce out-of-town let- 
ters is in excess of 3¢. He said the 
increase in the rate on letter mail 
is the backbone of the bill because 
it is the only class of mail capable 
of raising substantial sums of 
money for the department. 

While the 4¢ letter rate would 
produce about $150,000,000, the 
47% increase in second class rates 
would produce only $20,000,000. 
Other provisions of the adminis- 
tration bill include 7¢ airmail to 
raise $15,000,000, a 2¢ bulk third 
class rate to raise $52,000,000, and 
a $3,500,000 increase in postage for 
handling books. 


® In an effort to avoid lengthy 
argument over bookkeeping meth- 
ods which have complicated pre- 
vious rate cases, the department 
brought in Maurice Stans, v.p. of 
Alexander Grant & Co., Chicago 
accounting firm. 

He said the department’s cost as- 
certainment system—which shows 
vast “deficits’ for second and 
third class mail—is 
sound, but that mail users are 
correct when they point out that 
cost ascertainment does not make 
allowance for intangibles such as 


preferment value and public poli- | 
cy. 

“The problem as I see it,” he. 
said, “is this simple: Should third 
class receive a discount from cost | 
of 20%, 30%, 40% or some other | 
'percentage? Should second class! 
receive a discount of 20%, 50% or’ 
180%?” 

In 1952, he said, second class re- | 
ceived a discount of 80% from as- | 
certained cost, and third class 
142%. He said second class would 
still be receiving a discount of 
|73% and third class 28% if the 
new rates were adopted. 


s Opponents of the bill contended, 
however, that mail users should 
not be expected to pay the costs 
of subsidies which Congress writes 
into the Post Office. In addition 
to airmail and government mail, 
they mentioned the elaborate ru- 
ral free delivery system, the low 
rates on mail for non-profit or- 
ganizations, and the free-in- 
county delivery of newspapers as 
examples of items which should 


doubt that the effect on the mag-| 
azines and newspapers of the) 
country would be serious.” 


4. Sizable costs are 


ury. 


tive recommendations of the Carl- delivery of second class mail, he} 


son committee led last week to an|said, and there are este iber hacia 
outburst by Rep. Tom Murray (D.,| ways of handling _ periodicals. 


of the postal committee. Identify- costs, if any, should be borne by! 
ing the 10 individuals who make|the government as a vital service, 
up the Carlson committee, he not offset by revenue? All the 
charged most of them are pub- | other departments of government 
lishers or advertisers who have|cost the taxpayer money to op- 
repeatedly appeared before the erate. Should the Post Office be 
committee to oppose rate in-|an exception? 

creases. 

Just before the hearings con- s 5. The Postmaster General, 
cluded Rep. Rees announced that, Deputy Postmaster General and 
the committee was receiving for other top officials in speeches all 
its record a staternent of the Mag-| over the country have condemned 
azine Publishers Assn. opposing | the inefficiency, waste and im- 
the rate bill. /practical accounting methods they 

'found in the Post Office. Certain- 
® The statement was submitted ly efficiency or the lack of it is a 
by A. L. Cole, general manager; major factor affecting the prices 
of the Reader’s Digest, who was | that the Post Office monopoly must 
unable to appear in person. 'charge to wipe out a bookkeeping 

His statement expressed hope deficit. 
that the Carlson committee will | 6. By encouraging wide reading 
provide “clearly definable yard-|of newspapers and magazines, low 
sticks” for postal rate making. | second class rates play an indis- 

Noting that Congress devotes| pensable part in making us the 
substantial time to second class| best-informed people in the world. 
rates, in spite of the fact that they | “It is important to comprehend the 


$1 BUNDLES—These bundles are what the Post Office handles for a dollar each. 
Albert J. Robertson, Assistant Postmaster General, showed members of the House 
post office committee how the sizes vary greatly by weight and number of copies. 
At far left are railroad timetables that move for $1 of second class postage; the tall 
stack represents 800 copies of a newsletter, also second class; the small packages 
in the foreground are first class mail; in front of Mr. Robertson are $1 bundles of 
magazines and newspapers, and at right are smaller bundles of third class mail. 


pay the rates in this bill until that 
antediluvian condition really ceas- 
es to exist. We are sure that the 


incurred Post Office will cooperate with the 
primarily as a service to the pub- Senate postal committee in its pro- 
be supported by the public treas-|lic or to speed delivery of first gram to achieve its goals including 
‘class mail. Thousands of post of- development of a sounder method 
Frequent reference to prospec-|fices would not be necessary for| for making postage rates. 


“The entire magazine industry 
is deeply concerned about the ill- 
considered and widely spread 


Tenn.), ranking minority member What proportion of Post Office, claim that the publishing industry 


is the recipient of an unjustified 


| subsidy paid by the taxpayer. Un- 


less there is proof of this charge, 
it should not be made.” 


CONGRESS HEARS PLEA 
FOR CONTROLLED PAPERS 


WASHINGTON, July 27—Lansing 
Chapman, publisher of Medical 
Economics, told the House post of- 
fice committee today that the Post 
Office Department is eliminating 
the special rates which Congress 
has established for controlled cir- 
culation business publications. 

Appearing as spokesman for con- 
trolled circulation magazines af- 
filiated with National Business 
Publications Inc., he urged the 
committee to adopt new language 
reiterating the intent of Congress 
to consider controlled circulation 
publications as a separate class of 
mail. 
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LORING PRATT 

| New York, July 28—Loring 
Pratt, 62, retired account executive 
of Ruthrauff & Ryan, and onetime 
advertising manager of the Edison 
lamp division of General Electric 
'Co., died July 26 at his home in 
_Nokomis, Fla. 

| Mr. Pratt had spent most of his 
business career in advertising, and 
‘had been associated with Erwin, 
/Wasey & Co., Benton & Bowles, 
and the former Blackman Co., 
now Compton Advertising. He re- 
tired from business about five 
years ago. 


HARRY A. SAMWICK 

New York, July 28—Harry A. 
Samwick, 65, founder and presi- 
dent of American Display Co., spe- 
cialist in theatrical advertising 
and lobby displays, died yesterday 
after a long illness. He had been 
an associate of the late Marcus 
Loew, and was an early distributor 
of Chaplin one-reel comedies. 
Then he turned to the advertising 
side of the motion picture industry, 
and later developed a system of 
displays for theater lobbies. More 
than 1,600 theaters subscribed to 
his weekly service. 


OTIS A. BRUMBY 

ATLANTA, July 28—Otis A. 
Brumby, 64, who won _ national 
recognition as publisher of Cobb 
County Times at Marietta, Ga., 
died here July 26 after a long ill- 
ness that had forced his retire- 
ment from newspaper work in 
1945. He founded the Times, a 
weekly, in 1916, and was its pub- 
lisher until his retirement. In 1939 
and again in 1945 the weekly won 
the National Editorial Assn.’s 
award for general excellence. He 
served a term in the Georgia legis- 
lature and was a delegate to the 
Democratic National Convention 
in 1932. 


SIDNEY C. LOMAS 

ALToona, Pa., July 29—Sidney 
C. Lomas, 82, who was art direc- 
tor of Ladies’ Home Journal under 
the late Edward Bok, died here 
yesterday at the home of a daugh- 
ter, Mrs. L. Pellman Glover. 

Mr. Lomas was credited with 
many innovations in magazine 
layout and art work early in the 
century. He was a member of 
Pennsylvania Academy of Fine 
Arts and a former secretary of 
Philadelphia Sketch Club. He was 
cited by the U.S. government for 


technically | 


can never provide more than an 
insignificant part of the _ postal 


troversy rages because there is 
little agreement on the _ factors 
which should apply to rate mak- 
ing. 

He made these arguments: 

1. The whole Post Office struc- 
ture—all the 41,000 post offices, 
most of the trucks and certainly 
most of the employes—would still 
exist if there were no second class 
mail at all. “Perhaps the only 
practical way to 


the Post Office total. On that 
basis I think you would find that 
second class pays its own way 
right now.” 


@ 2. It is quite plain, he said, that 


second class. This justifies a lower 
second class rate, but are there 
any yardsticks as to how much 
the deficit should be? 

3. If the industry is to pay in- 
creases, the money must come 
from profits. But the industry 
profit has declined from 6.7% of 
turnover in 1935-39 to 2.9% in 
1952. If the survival of thousands 
of smaller publications is of any 
importance to the country, dan- 
gerously low profits should be a 
matter of concern. “If the govern- 
ment were to repudiate its 73- 
year old policy of preferential 
second class rates, there is no 


revenue, he implied that the con-| 


charge second | 
class mail is to charge it for the) 
extra expenses which it adds to) 


first class gets better service than’) 


variety of periodicals that use the 
j}second class mail privilege. 
Through medical publications, 
doctors in the U. S. keep in touch 
with advances in science. Engi- 
neers, lawyers, teachers—yes, even 
atom scientists—all read maga- 
zines devoted to their own fields. 
Through business publications, re- 
tailers, wholesalers and manufac- 


ments 


up with new developments in ag- 
riculture—and their wives keep 


other helps to good living. Re- 
|ligious publications stimulate in- 
|terest in every faith. Labor pub- 
lications inform union members of 
| developments in the labor field. 
And the’ general 
abreast of local, 


public 
national 


stays 
and 


newspapers and a varied group of 
general interest magazines.” 


a The statement adds: 

“The MPA is delighted to know 
that at last a genuine program of 
reform is under way in the Post 
Office Department. We are confi- 


up with labor saving devices and | 


world-wide developments through | 


turers keep informed of develep-|posed that the Interstate Com- 
affecting them. Threugh| merce Comission established rates 
farm publications, farmers keep|of 11¢ a pound for controlled cir- 


‘zines by the Post Office Depart- | 


/mitted by Mr. Chapman, the com- 


dent that the day will soon come) 


when it can no longer be described 
as ‘the most antiquated, antedilu- 
vian, obsolete, tradition-riddled 
structure in government.’ 

“We believe that the users of 
the mails—who comprise more 
people than there are income tax 
payers—should not be asked to 


® His testimony pointed out that 
the department is proposing to es- 
tablish a rate for controlled pub- 
lications of eight ounces or less 
which would be 12¢ a pound or 
2¢ per piece—identical with the 
rate for pamphlets and other less- 
than-eight-ounce third-class mat- 
ter. In a seperate adminstrative 
action, the department has pro- 


his war posters during the first 
World War. 


MILTON G. LEVINE 

Paterson, N. J., July 30—Mil- 
ton G. Levine, 68, national adver- 
tising manager of the Paterson 
Evening News for the last 25 years, 
died of a heart ailment July 28 at 
his home here. 

He began his newspaper career 
as a reporter on the News. After 
three years he transferred to the 
advertising department and be- 

“We wonder about the wisdom/came a salesman. In 1928 he was 
of dividing a group of business pe-|named national advertising man- 
riodicals which are identical in | ager. From 1917 to 1918 he was 
purpose and character into two/acting clerk of the city of Paterson. 
groups. It seems to us that such a} 
segregation would further oop, | JAMES A. REILLY 
cate the handling of these maga- Jersey Crry, July 28—James A. 
Reilly, 49. a director and executive 
| V-P. of Colgate-Palmolive-Peet Co.. 
| died July 24 of a heart attack at 
/his home in East Orange. 

Mr. Reilly joined the Colgate 


culation publication which are in 
excess of eight ounces. 


ment,” he declared. 


s Inthe proposed amendment sub- 


mittee was asked to retain the |. tote tn 2008 end 6 di 
present rate of 10¢ a pound on bulk nt ming an = siti wor gba a 
shipments of controlled publica- | ae a a wo 


| , . « ; 
tions, with a minimum of 2¢ per |e ae a bBo nig ve 
piece. The amendment also de- : gPus.' g ——— Ve 


clared that “such publication, re- in 1952 and became a director 


gardiess of the weight of the in-|°#"!Y this year. 
dividual copies, are hereby de- 
clared to constitute a separate class 
of mail designated as controlled 
circulation publications.” 

Other NBP members who use 
second class testified in opposition 
to second class mail increases. | 


SAMUEL F. BOYKIN 


WILMINGTON, July 28—Samuel 
F. Boykin, 79, president, treasurer 
and a director of Coca-Cola Inter- 
national Corp., died July 26 in 

Delaware Memorial Hospital. 


—— 
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CHARLES B. H. VAILL 


| Blackett, Sample & Hummert, Fed- 


Boston, July 28—Charles B. H. eral Advertising Agency, and Red- 


Vaill, 49, director of sales promo-— 
tion for WEEI, Boston, died July 


book. 


27 at his home in Framingham CARL D. GROAT 


Centre, Mass. 


CINCINNATI, July 28—Carl D. 


Born in Winsted, Conn., Mr. Groat, 65, v.p. and editor of the 
Vaill was educated at Phillips-An- | Cincinnati Post, a Scripps-Howard 
dover Academy and Yale Univer- publication, died July 26 at his 
sity. He entered radio in 1937 home. Mr. Groat had been away 
when, while working as an editor from his desk for two months be- 
for the Hartford Courant, he wrote cause of a heart ailment. 


and produced a program designed 
to promote his chief hobby, wild 
life and game conservation. 
Before moving to WEEI in 1949, 
he served with NBC as director of 
advertising and promotion for 
WNBC, WNBC-FM and WNBT. 


MELVIN KVAM | 
CuicaGo, July 28—Melvin 
Kvam, 32, a representative for 


Successful Farming here, died sud- | 
denly July 21 after a heart attack | 
which he suffered while playing | 
golf. 

Mr. Kvam was born in Wilmar, | 
Minn., and graduated from the | 
University of Minnesota. After 
serving as a Naval officer during. 
World War II, he joined the farm 
equipment business operated by 
his family in Litchfield, Minn. In 
May of last year he moved to Chi- | 
cago as a representative for Suc- 
cessful Farming, covering the Wis- 
consin and western Michigan ter- 
ritory. 


LOUIS LEVAND 


WicnHiITa, July 28—Louis Lev- 
and, 67, publisher of the Wichita 
Beacon, died July 27. | 

Born in Cincinnati, Mr. Levand 
and his two brothers were assoc- 
iated with the late Frederick G. 
Bonfils and H. H. Tammen, pub- 
lishers of the Denver Post, for 25 
years. In 1928, the Levands pur- 
chased 65% interest in the Beacon. 
Mr. Levand’s brothers, Max and 
John, survive him as_ president 
and circulation manager, respect- | 
ively, of the Beacon. 


GEORGE D. DUTTON | 

NANTUCKET, Mass., July 28—_ 
George D. Dutton, 75, retired man-| 
ufacturer and newspaper publish- | 
er, died July 26 at his home here. | 

After he was graduated from 
Harvard in 1899, Mr. Dutton 
worked in the family publishing | 
house of E. P. Dutton & Co., New 
York, for 14 years. In 1914 he be- 
came treasurer and business man- | 
ager of the Boston Advertiser & 
Evening Record. Subsequently he 
became president of American 
Brick Co. and v.p. of Rubberhide 
Co., shoe manufacturer. 


JOHN J. O’SULLIVAN 

New York, July 28—John J. 
O’Sullivan, 50, sales represent- 
ative for Austin Nichols & Co., and 
former advertising representative 
for New York World-Telegram & 
Sun, died yesterday after a short 
illness. 


ESTHER EATON 

New York, July 28—Esther 
Eaton, 69, former copywriter for 
J. Walter Thompson Co., died July 
26 after a long illness. She was as- 
sociated with Thompson from 1924 
until she retired in 1943. Since then 
she had done editing and translat- 
ing for the Anthroposophical Soci- 
ety of America. 


WILLIAM A. EDWARDS 

Cuicaco, July 28—William A.}| 
Edwards, 53, for the past 12 years’ 
Chicago representative of Amer-| 
ican Paint Journal Cc., St. Louis, 
died July 10 of a heart attack. 


JACK LOUCKS | 


New York, July 30—Jack 
Loucks, 46, former advertising 
salesman for Coronet and Playbill, 
died yesterday after a lingering 
illness. During his career in adver- 


tising he had been associated with | 


District Court Upholds 
Minute Maid Tracemark 
Minute Maid Corp., New York, 


‘in a U. S. District Court ruling 


in Miami, has been upheld in its 
rights to the registered trademark, 
“Minute Maid,” which, it was 
charged, had been infringed by 
Pure Foods Inc., Miami frozen 
meat packer. Judge John W. Hol- 
land found that the words “Minute 
Maid” have acquired secondary 


‘meaning in the minds of the pub- 


» Spokane 776 Miles 
Portland 834 Miles 


lic as denoting products made and 
produced by Minute Maid Corp., 
pioneer in the frozen juice con- 
centrate field. 

Minute Maid officials testified 
that the company has spent in ex- 


cess of $6,000,000 for advertising | 
the Minute Maid trademark be-. 


fore the alleged infringement. 


WXYZ, WXYZ-TV Name Carrow 


Harold G. Carrow Jr., who has 
returned from military service 


57 


overseas, has been named public- 
ity director for WXYZ and WXYZ- 
TV, Detroit. 


SIGNS OF LONG LIFE* 
FOR QUANTITY BUYERS 


THE ARTKRAFT* SIGN CO. 


. Division of 


Arthraft® Manutocturing 
900 Kibby St., Lime, Obie, U.S.A. 
*Tredemerks Reg. U.S. Pet. OF. 


ce 


Hoawl of the Crty’ Bator bderrbiitna 
A , 


Realize the size of this market. Population has grown fast . . 


ncisco 762 Miles. 


golt Lake City 
\Oaden 
Market 


553 Miles Denver 


"_@ 


A distinctly independent and unified trade area virtually unaffected 
by advertising in coastal cities 700 miles or more distant. 


A PERFECT TEST MARKET 


Wows MOSSOYC 1 astalely tnescifial le wilh 


Population 300,000... 


even faster. It is the second fastest growing area in the nation. 


. and will grow 


Utah, the key state, has increased 25.2% in 10 years. Metropolitan Salt Lake 


City has reached 300,000, a gain of 29.99% 


a rise of 18% by 1960, far above the estimated U. S. average. 


.. and the U. S$. Census predicts 


Here your message is absolutely inescapable with large colorful “heart of the | 
city” posters. A thrifty medium in the heart of over a billion dollar market, 
visited by 3,000,000 money spending motorists annually. 


ee 


Your Advertising Agency has all the facts. 


SALT LAKE CITY — OGDEN Packer 


UTAH DIVISION 
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Smith, Hagel Names Southwell 

John T. Southwell has joined 
Smith, Hagel & Snyder, New York, 
as v.p. He was formerly with 
Batten, Barton, Durstine & Osborn 
and more recently with Hirsch & 
Rutledge as v.p. in charge of radio 
and television. 


Ebony belongs in 
the picture of complete 
national magazine 

coverage! 


*your agency has the facts 


Johnson Publishing Co., Inc. 
1820 South Michigan Avenue, Chicago, III. 


New York Office: 55 West. 42nd Street 
Los Angeles Office: 1127 Wilshire, Blvd. 


Sales and PR Notions... 


| Merchandising Devices 


|@ “Cook on Us” is the theme of an ment stores, insurance companies 
‘electric range promotion now and other clients. 

being introduced by Deepfreeze 

‘Home Appliances, division of|e It is now as easy to charge rail 
‘Motor Products Corp., North Chi- | tickets as to make a department 
‘cago, Ill. Anyone who buys a store purchase, according to Ches- 
Deepfreeze range during the pro- apeake & Ohio Railway, Cleveland, 
‘motion will be given a $25 check which has just announced the first 
to cover the average cost of cook- railroad charge-plate credit card. 
ing electrically for a year. Designed to speed progress at 
“The cost of wiring a home for ticket windows, the new cards can 
electric cooking loses its force as also be used for ordering tickets 
an objection when a dealer is able|by mail or wire. Following the 
to tell his customers they do not department stores’ lead, C&O has 
have to pay for the first year’s| affixed to its card an embossed 
supply of electricity,” says Deep- | metal plate. The ticket clerk sim- 
freeze. (Note: payment to cus- ply drops the plate into a machine, 
tomers is made after the actual; which automatically stamps the 
range purchase to keep the offer| customer’s name and address on 
out of the discount category.) the record. 


e “Don’t sell the steak—sell the 


e For its Photo-Glow liquid 
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% 
! ¢ COOK“ON US 
r =) 


OR, FOR OWE YEAR WITH A 
3. 


2 Deeptreeze 


ELECTRIC RANGE 


| FREE JUICE—Motor Products Corp.'s Deepfreeze Appliance division, North Chicago, 
| is using three-color window banners like this to spark interest in its offer of a year’s 
free electricity to buyers of Deepfreeze ranges. 


|ing fashion parades, etc., are given | a a 
to local jobbers in return for fea- Sylvania Radio and 
turing Steinberg’s women’s suits | fi 
and coats. Steinberg’s agents have | TV Drive I nvolves 
now staged experimental promo- . 

Indian Head-dress 


tion weeks in Belgium, and plans 
are to extend the operation across 
NEw York, July 30—The fall ad- 
vertising drive for Sylvania Radio 


Europe. 
|& Television Division will get roll- 


Creameries of America Will : ; . 
ing Sept. 7 with a color spread in 


Merge with Beatrice Foods 


: Life. 
plan te eee ee Gren mies ct| This kick-off ad will be followed 
America Inc. with Beatrice Foods|>Y regular insertions in Better 


Co., Chicago, effective Aug. 1.| Homes & Gardens, Collier’s, Coro- 


Holders of Creameries common 


sizzle,” and “Don’t ask ‘if’—ask 
‘which.’”’ These and several other | 
pieces of advice by supersalesman | 
Elmer Wheeler are now being 
offered to sales executives in the) 
shape of “The Salesmaker Seven,” | 


makeup, Elmo Inc., Philadelphia, 
is distributing an all-wood display 
which invites women personally to 
choose their own makeup by test- 
ing it right at the counter. A 
unique feature of the unit is that 


stock will receive one share of new 
$100 par 442% preferred stock and 
one share of Beatrice common 
stock in exchange for eight shares 
of Creameries common stock. The 
exchange will require issuance by 
Beatrice Foods of 81,250 shares of 


net, Look and The Saturday Even- 
ing Post, as well as Life. In addi- 
tion, Sylvania radio and TV sets 
will be advertised in The Amer- 
ican Weekly and This Week Maga- 
zine. 

Part of the commercials on “Beat 


a training program sponsored by no bars, locks or other devices are 
Robert T. Herz, Dallas sales con- used, and yet, says Elmo, the bot- 
sultant. | tles cannot be pilfered. 
A capsule version of the Wheeler | 

Sales Training Program, the new|e An English fashion firm, S. 
operation provides a one-a-week Steinberg & Sons, London, is now 
series of seven Wheeler lectures busy carrying to the Continent 
printed on pages 2 and 3 of a that classic marketing device, the 
folded sheet. Pages 1 and 4 are’ promotion week. 

shipped blank for the sales execu- | Steinberg is pushing a series of 
tive to fill in with his own product |“Alexon Weeks” and “Dellbury 
or service, letterhead and prob- Weeks” in which special display 
lems. These are being used to spur assistance, aid with local news- 
sales staffs by a number of depart- | paper advertising, advice on hold- 


the Clock” (CBS-TV) will con- 
tinue to be devoted to radio and 
television receivers. 


new preferred stock and 81,250 
shares of authorized but presently 
unissued common stock. 
Creameries is engaged in the 
processing and _ distribution of | 
dairy products, frozen foods and 
other food items in seven western! coy nin Ge ctacl : 
states and is also a processor “|= ~ ANS m national 
distributor of dairy products in jamboree,” with decorations in an 
the Hawaiian Islands. The present Indian motif. There will be store 
management and _ personnel of contests and Indian head-dress 
Creameries will remain  un-/| giveaways to get the potential 
changed. G. Stanley McKenzie,| buyers in to see the merchandise. 
formerly president and general! Sylvania has scheduled 1,000- 
manager of Creameries, will be- 


# To whip up enthusiasm at the 
dealer level for the new line, 


When we asked Doug Smith why he subscribes to 


Advertising Age, he came 


‘“‘ ‘Why does the chicken cross the road?’ Actually, 
for any one in the advertising business, the answer 


should be as pat as that. 


“For my money... Ad Age, with its weekly news 
about people, accounts and incidents from around 
the country, as well as its various editorial and de- 
partmental meat, has always been a must on my list. 


right back with — 


come a v.p. and district manager 
of the combined operations. 


Easton Names Three 

Easton Publishing Co., Easton, 
Pa., operator of WGLV-TV, 
WEEX-FM and a newly authorized 
AM station, has named three exec- | 
utives. Nelson S. Rounsley, man-| 
ager of WEEX-FM, becomes bus- 
iness manager of the combined 
stations. William H. Blackton, with 
the company since 1926, will be 
regional sales and promotion head | 
of the TV station. Alice O’Hare, | 
formerly assistant to the chief) 
program coordinator of the Du- 
Mont Network, will be WGLV pro- 
gram coordinator. 


Forms Own Ad Specialty Firm 

Lou Hochstadter, formerly part- 
ner and president of Plasto Mfg. 
Co., advertising display and spe- 


line newspaper ads in 134 cities 
during the four-month autumn 
campaign. Seven radio-TV and 
appliance publications also are on 
the schedule. These include Elec- 
trical Merchandising, New Eng- 
land Appliance & Television News, 
Radio & Television Journal, Radio 
& Television Weekly, Retailing 
Daily, Television Retailing and 
Western Appliances & Television. 

Roy S. Durstine Ine. is the 


agency. 


Daly Named ABC V.P. 

John Daly, CBS news commen- 
tator and radio-television emcee, 
has been named v.p. in charge of 
TV news, special events and pub- 
lic affairs of American Broadcast- 
ing Co., New York. At the expira- 
tion of his current contracts, Mr. 
Daly will perform exclusively for 


DOUG SMITH 
Doug Smith, Inc. 
Chicago, Illinois 


“I particularly enjoy Ad Age at home where I can 


read it leisurely away from 


Doug Smith is mighty busy these days, as you are 
—- with a dozen things crying for attention. But 
remember — Ad Age is designed to SAVE YOUR 
TIME, not take your time. If you can devote as 
little as 15 minutes each week to reading Ad Age 


Over 20 years in the agency 
business; formerly Executive 
Art Director of The Buchen 
Company, and now Personnel 
Consultant to Advertising 
and the Graphic Arts. 


the rush of the office.” 


selectively — you can easily keep pace with every- 


thing in advertising or selling that’s important ae 


to you. 
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Advertising Age 


Direct Mail Clinic”. 


Dept. A-3, 200 E. Illinois St., Chicago 11, Ill. 


Please enter my l-year subscription to Advertising Age and mail it secneag ta 
to my home address. I am to receive FREE a copy of ‘Mail Order and 


Mail Order 
and 


Direct Mail Clinic 


-—— ee eo err er er 


PROOF? 


el ree Title. Just clip and mail the coupon 
for a trial subscription to your 
Company.——______—__$____— home address. In connection 
— with it, you'll receive a gift 
re Company } Street_________— copy of direct-mail expert Whit 
Zo Siete Schultz's valuable handbook 
City. a ST “Mail Order & Direct Mail 
(O My check for $3 is enclosed. (Bill me later. OO Bill my firm. Clinic’’. 


ABC. Currently he emcees two TV 
panel shows for the Columbia 
Broadcasting System. 


cialty company, has sold his in- 
| terest and formed his own com- 
|pany, Central States Specialties 
Inc., at 549 W. Washington St.,| P 
Chicago. The company will pro- | Rosita to Rockett-Lauritzen 
duce point of sale, counter, window, Rosita Products Co., Phoenix, 
and wall displays in formed and/ Ariz., producer of Rosarita can- 
molded plastics and woods, as well| ned Mexican foods, has named 
as advertising specialties and nov- | Rockett-Lauritzen, Los Angeles, to 
elties. handle its advertising. Radio, TV 
/'and newspapers will be used. 
Visconti Rejoins Dow Drug 
Joseph Visconti, who retired 
from Dow Drug Co., Cincinnati, in 
March after 45 years of service, 
has been called back to serve as 
sales manager. 


ow em 


Lt 57% 


OF QUAD-CITIANS 
] live on the 
1 


Gipps Brewing Names Mace 

Gipps Brewing Corp., Peoria, 
Ill., has named Mace Advertising 
Agency, Peoria, to handle its ra- 
dio and television advertising. 


Illinois Side in 


ROCK ISLAND 
MOLINE 
EAST MOLINE 


The MOLINE Zhspated 
Zhe ROCK ISLAND 7¥egus 
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Starch 


READERSHIP 


Ntudy 


SEPTEMBER 19 


Do you think you know enough about the folks 
who read your ads? And how well they read 
them? 


If the answer is ‘‘No’”’ (it should be), here is your 
opportunity to find out more of the facts about 
your Wisconsin readers and readership. 


In additions to scores the Split-Run-Market- 
Analysis-Survey gives you... you get the 
answers to special questions you’d like an- 
swered. Such as: How many cows do readers 
milk? or How many acres of hay do they grow? 


Out-of-Home Radio 
Listening Gains in | 
N.Y., Pulse Reports _ 


New York, July 28—The out- 
of-home radio listening curve in 
this area is going up. 

Take thé word of Dr. Sydney 
Roslow, director of Pulse Inc., 
which surveyed out-of-home lis- 
tening in metropolitan New York 
in May. 

Dr. Roslow reports that away- 
from-home listening added 21.4% 
to the at-home radio audience in 
May. This is a gain over the bonus 
audience of 18.2% indicated in a) 
similar study in May, 1952. Two 
years ago the out-of-home plus 
was 17%. 

Dr. Roslow pointed out that this 
spring’s away-from-home listen-| 
ing level was higher than any) 
since Pulse began these studies 
here in 1949. 

“During the average quarter 
hour from 6 a.m. to 12 midnight, 
NYT, out-of-home listening was 
reported by 4.2% of the families 
surveyed,” he said. “A year ago 
the average was 4.0%.” 


s Pulse found that 32.1% of the 
sample listened to the radio away 
from home on the average day in 
May as compared with 29.4% a 
year ago. Sex breakdown for the 
May, 1953 figure: 59.1% men, and 
40.9% women. 

People did most of their out-of- 
home listening in automobiles— 
as was the case in previous studies. 

On Mondays through Fridays, 
the level of out-of-home listening 
was highest during the peak com-| 
muting hours—8 to 9 a.m. and 5 to 
6 p.m., NYT. An average of 5.6% 
of all families interviewed re- 
ported away listening during these 
periods. Best out-of-home listen- | 
ing hours on the weekends were | 
2 to 6 p.m." 


plit- Run 


READERSHIP 


Nurvey 


~ 


OCTOBER 3 


Here are two sound opportunities for you to 
improve your background of facts on how well 
Iowa farm folks read your advertising. 


In either the Starch or Split-Run issue, we'll 
deliver more reader traffic than you can stop. 
In fact, the traffic will be so good that you'll 
hate us for the editorial scores we get. 


So... if you can profitably use the kind of 
information the Starch Study or the Split-Run- 
Market-Analysis-Survey can get for you... 
call us collect at 3-6181 in Des Moines, lowa. 


You know all about the Starch Studies. 


If you want more facts about this opportunity 
for new market data, drop us a line at Racine, 
Wisconsin. We’ll contact you and explain all 
about either of the studies ... or both. 


Nplit- Run 


READERSHIP 


Nurvey 


NOVEMBER 7 


Pulse conducts quarterly out-of- 
home surveys in New York. In 
13 other markets they are made 
semi-annually, in January and 
July. 


Importer Names Fairfax Inc., 
Agency Adds Keisler to Staft 


Godfrey Import Co., New York, 
has appointed Fairfax Inc., New 
York, to handle advertising for its 
line of firearms via national mag- 
azines. The account was previous- 
ly handled by Alfred Paul Berger 
Co.. New York. 

William Keisler, formerly copy- 
writer in the sales promotion de- 
partments of the New York Times 
and Esquire, has joined the copy 
staff of the agency. 


Sheaffer Tries Sound Selling 

A plastic “talkie tape,” which 
sounds off with such phrases as | 
“Hello, sweetheart,” “Stick ’em up, | 
Wrangler,” and “Top of the morn- 
in’’”’ when one’s thumbnail is 
drawn along it, is being used by 
W. A. Sheaffer Pen Co., Ft. Madi- 
son, Ia., to help dealers promote 
Skrip ink. The promotion is part 
of a back-to-school campaign of- 
fered to distributors and dealers 
by the manufacturer. Russel M. 
Seeds Co., Chicago, is the agency. 


Aetna Insurance Names Doty 


William H. Doty, at one time 
with Hugo Wagenseil & Associates, 
Dayton agency, and Industrial 
Marketing, Chicago, has been 
named supervisor of the publicity 
department of the Aetna Insurance 


Dante M. Pierce, Pub. 


Group, Hartford. He succeeds 


signed to join the public relations 
land advertising staff of the Insur- 
Racine, Wisconsin 9 ance Co. of Texas Group. 
Offers Discount Rate 


tember issue, is offering a new 
rate structure for its Window 
Shopping section. The new dis- 
counted rates will be available to 
advertisers using Window Shop- 
ping space in sequence units of 
four, eight and 12 consecutive is- 
sues. Four issues earn a 5% dis- 


12, a 15% discount. 


Norris P. Browne, who has re-| 


| House Beautiful, with its Sep-| 


count; eight, a 10% discount, and 


Get in touch with our Chicago office, or one of 
the Midwest Farm Paper Unit offices in Chicago 
or New York. For the west coast area, call the 
Edward S. Townsend Co. in Los Angeles or San 
Francisco. We have a 15-day deadline for 
plates. 


tarch 
READERSHIP 


Ntudy 


OCTOBER 17 


Dante M. Pierce, Pub. 
Des Moines, lowa 
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You Ought to Know . Austin Igleheart 


The president of General Foods A. “No. We discontinued so- 
Corp. made advertising history the called cooperative advertising in 
other day when he told 


1-March 31) was $54,000,006, an advertising did not operate either 
increase of $11,000,000 over fiscal to our advantage or to the benefit 
‘$2. of our dealers.” 

It is unusual for corporation Q. Does GF merchandise its ad- 
presidents to lay the cards on the vertising program to its sales staff 
table, so to speak, with such frank- | and dealers? 
ness. But frankness is not unusual A. “Yes, but not in the usual 
for Austin S. Igleheart. He believes way,” Mr. Igleheart said. “Each 
in it temperamentally and as a) operating division of GF,” he ex- 


stock- 1936 right after the Robinson-Pat- 
holders that GF’s advertising man Act became operative. Our | 
expenditure in fiscal 1953 (April experience was that cooperative | 


Austin Igleheart 


In addition to being a director 
of the Chase Nationai Bank, Old 
National Bank of Evansville, Com- 
mercial Solvents Corp., Chicago & 
Eastern Railroad, International 


al Industrial Conference Board, 
chairman of the public affairs 
committee of the Grocery Manu- 
facturers of America, and presi- 
dent of both the Quartermaster 
Assn. and the Economic Club of 
New York. 


© Steel Co., and Mead Johnson & 
» Co., he is a trustee of the Nation-| 


urday Evening Post. 
Gleason Show 
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$1,500,000 Backs 
7-Week Ad Campaign 
for Schick Shavers 


STAMFORD, CONN., July 29— 
Shick Inc. will spend $1,500,000 
in a seven-week drive beginning 
Sept. 14 for its electric shavers. 

The “Ride the Winner” cam- 
paign, as it is to be known, runs 
to eight pages in Life and The Sat- 
“The Jackie 
” and “This Is Show 


® He made his home in his native | Business” (both CBS-TV) will al- 


Evansville until 


1929 when he} 


so be used. All advertising will 


moved to New York. His present | feature Schick’s ten-day trial plan. 


matter of policy. 

Characteristically, he answered 
quite frankly several specific ques- 
tions for AA. Here are a few exam- 
ples: 

Q. How is GF’s advertising bud- 
get determined? 

A. “Our advertising budget is 
flexible. 
total of each individual product's 
requirements forecast on an annual 
or 12 months’ running basis. We 
have meetings quarterly of com- 
pany executives at which the bud- 
get for the next quarter is for- 
malized. This is done within the, 
framework of a 12-month running | 
figure which is changed as the 
need changes. It’s all a matter of 
horsesense,”’ Mr. Igleheart said, 
“and of keeping requirements flex- 
ible to meet changing needs.” 


@ Q. Does GF have a breakdown, 
either dollar-wise or percentage- 


wise, of how much is spent or al-| 


located to major media? 

A. “No. Such a breakdown 
wouldn’t mean a thing to this cor- 
poration. We are interested only in 
results. The job to be done, media 
available for doing it, and alloca- 
tion of space or time is a matter 
for division product managers and 
our advertising agencies. A break- 
down such as you mean would be 
a waste of time for us to bother 
with.” 

Q. Does GF participate in co- 
operative advertising with distri- 
butors or dealers? 


plained, “prepares its own sales. that scarcely a week passes that 
and promotion plans. The general he does not discuss with repre- 
sales organization is a separate ‘sentatives of other companies the 
unit. Each operating division buys possibility of GF acquiring addi- 
the time and services of the sales tional units. There is nothing new 
organization for specific jobs aS| about this, he insists; it’s been go- 
needed. It works this way: A test jing on for a long time. The com- 


home is in Greenwich, Conn. His In addition, the company will 
four children have all grown up|make a local advertising offer, 
and married, and Mr. Igleheart|with dealers getting a $5 adver- 
now has 12 grandchildren. |tising certificate for every order 

His hobbies are hunting (pet~ | oF six shavers. The certificates 
ticularly quail and duck) and fish-| will be redeemable in cash for 
ing (with a partiality for trout, | local 


newspaper advertising ap- 
salmon and bass). He used to ride 


It is based on the sum) 


the operating division concerned. 
Then the promotion and sales cam- 
paign is launched. The salesmen 
involved are completely informed 
| shout all details of that particular 
| campaign. 


|a “A point that is seldom rea- 
lized,” Mr. Igleheart said, “is that 
it costs GF $1.75 to get a salesman 
into a store. His job is not only 
to sell GF merchandise, but to do 
the kind of over-all merchandis- 
ing job that will enable the store 
to sell a minimum of $7 more of 
GF products than it would other- 
wise have sold.” 

Mr. Igleheart believes three ma- 
jor trends today in the food field 
are likely te affect future mer- 
chandising policies. These are (1) 
a marked decrease in per capita 
consumption of so-called fattening 
foods, particularly starchy foods; 
(2) an increase in the use of pre- 
cooked and prepared foods, and 
(3) a growing demand for better 
quality in packaged foods general- 
ly. 

Commenting on the direction 
that GF’s future expansion is like- 
ly to take, Mr. Igleheart observed 


_ Cover— 


Read by 57% of 


LESS SSeS! 


WHEN YOU USE THESE NEWSPAPERS! 7 


all Quad-Citians 


MOLINE) 


| selling job is done by the sales or-| pany also has plans for new prod- 
ganization along lines outlined by ucts and 


is continually experi- 
menting with new merchandising 
methods. 


s He repeated what he told stock- 
holders recently: “We are always 
keeping an eye cocked for new 
business, and our aim for the fu- 
ture is to continue to be a growing 
company.” 

Mr. Igleheart has spent his en- 
tire business career in the pack- 
aged food business. Following his 
graduation from the University of 
Wisconsin in 1912, he went to work 
in the family milling business, 
Igleheart Bros., in Evansville, Ind. 
It was established by his grand- 
father, Levi Igleheart Jr., and his 
two brothers, Asa and William, in 
1856. 

As a young man, Mr. Igleheart 
confesses, he was shy and inclined 
to be diffident. But his father im- 
pressed upon him that the people 
who make the most progress in 
life are those who learn how to 
sell. Learning to sell was tough 
going, he says, but it did him a 
world of good. 

Three years after he had joined 
the Evansville mill he was made 
manager of the Swans Down flour 
department. That’s when he 
learned how to use direct mail ad- 
vertising, the only kind of adver- 
tising the company did at the time. 


s Later, his effort to build na- 
tional demand for cake flour led 
to extension and development of 
Swans Down advertising to make 
the product a leader in its field. 

In 1926, Igleheart Bros. merged 
with General Foods. Three years 
later, Mr. Igleheart was elected 
GF v.p. in charge of manufactur- 
ing and transportation. In 1935 
he became v.p. in charge of sales, 
responsible for the merchandising 
activities of all GF products. 

In 1938 he became executive 
v.p., and in November, 1943, presi- 


‘dent of the company. 


tte 
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to hounds frequently, both in Con- 
necticut and North Carolina, but 
in recent years he has given up 
that sport, and only recently has 
he given up the early morning 
canters that he used to take reg- 
ularly in the rolling Connecticut 
countryside. He still rides, but now 
chiefly in Carolina, where he has 
a_ plantation. 

Mr. Igleheart looks forward 
with confidence to the future. As 
he told GF stockholders, “in the 
years to come, as in the past, our 
products will undergo changes. As 


| pearing between Sept. 14 and Oct. 


we shape and reshape our product | 


lines, our sights will be trained on 
our major target—to continue to 
be a growth company with im- 
proved profitability.” 


Coast Art Group to Exhibit 


The Society of Artists and Art 
Directors, San Francisco, will hold 


31. 


® A three-dimensional, full-color 
counter display on which the shav- 
er itself can be shown is available 
to dealers without charge. Window 
streamers and free advertising 
mats will also be sent to dealers. 

The “Ride the Winner” drive is 
aimed to get dealers off “to a fly- 
ing start with early fall business, 
rather than wait for late fall and 
holiday business.” 

Kudner Agency, New 
handles the Schick account. 


York, 


Spanish ‘Time’ Boosts Rate 


Time Latin American Edition, 
effective with the Jan. 4, 1954, is- 


/sue, will increase its advertising 
irates. A b&w page will go from 


its sixth annual exhibition of ad-| 


vertising art Oct. 19 to Nov. 6 at 
the SAAD galleries. Art direc- 
tors, artists, photographers, 
vertising managers and organiza- 
tions in northern California are 
eligible. Award winners, with 
color slides of the winning pieces, 
will be announced Oct. 16. 


Expands Fair Trade Studies 


An expanded program of re- 
search studies on fair trade’s role 
in the economy will be under- 
taken by the Bureau of Education 
on Fair Trade, New York, during 
the coming year. The budget for 
1953-54 is $120,000, the same as in 
the previous four years, and will 
be raised from all segments of the 
drug industry, including retailers, 
wholesalers and manufacturers. 


ad-| 


|apolis, 


$600 to $690. The new rate reflects 
the higher circulation range of 40,- 
000 to 45,000 and a rise in publish- 
ing costs. 


Lindholm to Mullen-Nicolin 


Albert Lindholm Inc., Minneap- 
olis food broker specializing in 
imported Scandinavian foods, has 
appointed Mullen-Nicolin, Minne- 
to handle its advertising 
and merchandising programs, and 
to assist foreign suppliers in U. S. 
promotion. 


Names Burlingame-Grossman 
Goodfrend Metal Products Co., 
Chicago maker of metal office spe- 
cialties, has appointed Burlin- 
game-Grossman, Chicago, to han- 
dle its advertising. Trade publica- 
tions, point of purchase displays 
and direct mail are planned. Pre- 
viously, the company was a direct 


NEWSPA 


advertiser. 


tae 


wat 


ae eee eh SEO FT yh al te RNG re Clg E> eee ae ee in” eS. VERE 22 Uh eM A eee Ae es ile Ae te oe eae SS cane ea RE ot 3 \ ae eat. ate: oe ON ees oh ee. SS Wd “hi as | . z Shy ON P / Se 3 ‘: A) a! 
oR re ea Rast Mohalla te Ne ara © Sig nie geen cASe be ar ero aa hee aera ie ei "0 Bia ai” eee een et A che Sao ete ae es Seen OS eens Son tla Rea P ae | sigs 8: rit Mi NE ie Ts tl a RRR a rece ene lS int Rae AS Bag ee ee ak oe i ne 
Se pee saad ah NoMa tr ge ee Sie. ORR: © RNY 2 ast Ga YR cts 2 Pea ge a aaa Na rat i: SM Cues a Nie ict aa ths con a ea” matters Yin ke RA wa Pubes 5 0 yr ap aa muae til ce Or eta Berne, Maas 
Re ee er et ee gk sae | eee came ee 
Role i Seis MR) ; gs i ts a oe ee Ber. AN i Lee 2 oa Ala Se Se, . Sha ace erees 3 P a Bo a eats 5 eae 
Ee ee oa e fa toa Lame oma 1 ly pa ae ea. inaiate ah hice aiid eS oly ee 2 gS gy SM ee RNa ects RPG Caio ealaR See ll eae oy Fike ip RR en NOLS COIR IRR. Pian i a 8 ON ee ee eee ere (Oe) camera ee 
ie ve hy. ; F i : cae in . & of Pale sane OB el Ro oe ete i, o = haan ap eg ee 5 5 : : (ae b Seis oe es ea. foal pa lee 
Aes . ‘ ee Sate act. Re Rt 
. SR AL SS Be Se 
- | a :_ 
5 
oF . t — ’ % : ) } 
_ any * ae ee, ‘a 
hes aa eye i 
: a 3 
j . A oe Bx 
i ee ‘ 
a + aie - é 
Pe _ " ie 
‘eo s 
eee > ‘ Insti 
> ae hj Salle 
ja Sm = ? Se 
.. gn : u 
a Pub! 
. + . for 1 
= tel, | 
é y Se 
a , of . 
S Shar 
Meat Se 
. Le tC“‘C’(SNCOC#C#(‘N#“NNNYNYNYNYNYNY LL Ta 
a | Tens 
| Se 
? Assn 
oo Lake 
eae tiser 
aes) " cago 
age Se 
vie Assn 
or Hote 
- Se 
me 5 Assr 
eae Ti] ler. 
ed Fede 
coe Oc 
ee: Assr 
pie Fair 
ae Ou 
is thire 
me y ( Lou: 
i On 
nual 
‘ Ox 
1953 
ie a vent 
dD. ¢ 
On 
Eh “i Ass! 
ae Stat 
Or 
sii y lishe 
is ee ee Pen 
See . On 
oe a se 
‘eae nua 
Bi : Ass! 
es oO 
ae Hot 
oe a Oo. 
an age! 
Sins ee Hot 
ee 0 
ie ann 
: bay . oO 
Mees trib 
nai Stat 
ane ey oO 
cate enc 
= the 
, Cees “Oo 
: cca emcee AR Oo 
ies alee Exe 
eae Hot 
: al N 
ee ers 
ne sar} 
pest | Rat 
oe N 
et a Fed 
Ce ee N 
a THE tion 
ea —_ 
acer He 
I 
| pbaety, 7 
a its 
te : XJ pai 
ae, /. = 
vie 7 , « 
ot ROCK ISLAND rs aaa | i _ 
oa zh ee ee ope 
Ped ~ aoe ae o ? ~ : = Fi f : cit) 
eG ne ide oe : erie F 
ie. pS PS aa Be Ss te ” Wo AGE aot Ot ou eee p 19: 
ies THE ALLEN LAPP CO . Notional Represeu.ctiwe es an 
Re ec J Sear ay Thy 4, La 
oe) ae e-- wi 
: | = tio 
sees s : 
Sesh a F ‘eA } . 
ee es | ey e Me sor 
Laeos a a eda te ce Sy " 1 a : ers 
2a 4 - i PS ; ” _ Epes to- 
; % ° % < 
‘ Marketing ° ; 9 Day & Night 3 tul 
= Industtial | ay ; Sant : & y “Hy, ‘ “ pel 
a psa market Dele 3 a ee eter service! | a 
- 54 t : s ag 8 Sac “tl ’ 
‘ / pirectory Numbe 7 ae ll : i‘ * at aie a2 . or 
& i 2) ela ¢ 25, 1983 = = - | y < 7 5 by P . 
; car _~ - - - ? Les ’ hig ee 
icone” = | es og SEeley 8- J | 
: 3 2 a 2 2 eee : Is: 
ist - ra , wos : gee 1010 a ie ' 
e -~ — = i Ae cs : . a i 
- = a - inte a : — \ a 4 Ri gd “si fd “ag Me ; Yc 
: , a : . > ee 19 
' i av Nee et, ; Tr 
“ 7“ “ ao & ad . * hl “ae wie a ' os atl 
Ries yy 7 > ae Wa Re ei, Ee * 2 ‘ ‘ ; ie eye : ae $7 
at ; os ot rd Fé ee at at : oe ? 
2 lO ———aaE—__ | LAKE SHORE ELECTROTYPE DIV. 1656 
poke ; } . E ELECTROGRAPHIC CORPORATION eee , : 
ar IRE( ' GR MBER «1224 W.VAN BUREN ST.» CHICAGO 7 » PHONE Steley 1010 : : 
oe ; : | — ra ee ONES, tic 
: AAIKeCUNG 200 EAST ILLINOIS STREET = CHICAGO 11, ILLINOIS ot 
‘ Cas Ate bi Me Rot z x : : . , ne ns ert €29'5 oe MA le ml le ae aries s ee , % ee i Ps 2 Mtols ty fea ae ‘ ee, ae al no ae 8 rs + fe cay f z hares RG. Ses a 
BOT e” VEE rN, mtn eee LRU Eee SeMeR NE wie dss poten ie ot, Wigs eee gee A cen UR Hs I oe ae nS Pied Cy ato aera s FP a BE OE oe Sa ate cp Phe Regt Toes ie PN MGE Na he d OM ab ag npg etc ge IOS eR a coll Pale Aes, Ran Ws 


Vow f 


— meee F 


oe Ff 


+ 
» 
¥ 


Advertising Age, August 3, 1953 


Coming 
Conventions 


Aug. 29-Sept. 3. Advertising Specialty 
Institute, advertising specialty show, La- 
Salle Hotel, Chicago. 

Sept. 14-15. Pennsylvania Newspaper 
Publishers Assn., annual classified clinic 
for mid-Atlantic states, Fort Stanwix Ho- 
tel, Johnstown, Pa. 

Sept. 14-18. Outdoor Advertising Assn. 
of America, 56th annual convention, 
Shamrock Hotel, Houston. 

Sept. 18-19. Seventh District, Advertis- 
ing Federation of America, Nashville, 
Tenn. 

Sept. 20-22. New York State Publishers 
Assn., annual meeting, White Face Inn, 
Lake Placid, N. Y. 

Sept. 21-23. Assn. of National Adver- 
tisers, annual meeting, Drake Hotel, Chi- 
cago. 

Sept. 27-29. Mail 
Assn. International, 
Hotel Statier, Detroit. 

Sept. 30-Oct. 2. Direct Mail Advertising 
Assn., 36th annual conference, Hotel Stat- 
ler, Detroit. 

Oct. 4-6. Tenth District, 
Federation of America, 
Tex. 

Oct. 4-8 Advertising Specialty National 
Assn., annual convention and Specialty 
Fair, Palmer House, Chicago. 

Oct. 4-10. Produce Prepackaging Assn., 
third annual exposition, Chase Hotel, St. 
Louis. 

Oct. 5-6. Inland Daily Press Assn., an- 
nual meeting, Hotel LaSalle, Chicago. 


Advertising Service 
annual convention, 


Advertising 
Corpus Christi, 


Oct. 5-8. Printing Industry of America, 
1953 exhibition and awards, annual con- | 


vention, Shoreham Hotel, Washington, 
mam <. a 
Oct. 8-10. Life Insurance Advertisers 


Assn., 20th anniversary convention, Hotel | 
Statler, Boston. 

Oct. 9-10. Pennsylvania Newspaper Pub- 
lishers Assn., 29th annual convention, 
Penn Harris Hotel, Harrisburg. | 

Oct. 11-14. American Photoengravers 
Assn. and Equipment Exhibition, 56th an- | 
nual convention, Hotel Statler, Boston. 

Oct. 12-15. Financial Public Relations | 
Assn., 38th annual convention, Sheraton | 
Cadillac Hotel, Detroit. | 

Oct. 15-16. Central Council, American | 
Assn. of Advertising Agencies, Blackstone 
Hotel, Chicago. | 

Oct. 15-17. Newspaper Advertising Man- 
agers Assn. of Eastern Canada, Windsor 
Hotel, Montreal. 

Oct. 19-20. Agricultural Publishers Assn., 
annual meeting, Chicago Athletic Club. | 

Oct. 19-20. Boston Conference on Dis- | 
tribution, 25th anniversary meeting, Hotel 
Statler, Boston. | 

Oct. 23-25. Midwest Intercity Confer- | 
ence of Women’s Advertising Clubs of 
the Advertising Federation of America, 
Edgewater Beach Hotel, Chicago. j 

Oct. 26-27. New England Advertising 
Executives Assn., annual meeting, Parker 
House, Boston. 

Nov. 5-7. Southern Newspaper Publish- 
ers Assn., annual meeting, 50th anniver- 
sary, Boca Raton Hotel and Club, Boca 
Raton, Fla. 

Nov. 7-8. Fifth District, Advertising 
Federation of America, Louisville, Ky. 

Nov. 8-10. National Newspaper Promo- 
tion Assn., midwest convention, Edge- 
water Beacn Hotel, Chicago. 


Hertz Sets Canada Campaign 

Hertz Rent-A-Car System, Chi- 
cago, will conduct a promotion for 
its Canadian licensees. The cam- 
paign will be financed on a per-car 
assessment basis, the same princi- 
ple used by the company’s U.S. 
operators. Hertz car rental sta- 
tions are operated in 71 Canadian 
cities. Beginning around January, 
1954, ads will appear in consumer 
and business publications. Mac- 
Laren Advertising Co., Toronto, 
will direct the Canadian promo- 
tion. 


Sheaffer Dealers Get Mats 

W. A. Sheaffer Pen Co., Madi- 
son, Ia., manufacturer of writing 
instruments, is offering its deal- 
ers a series of 19 newspaper ad- 
vertising mats themed to the back- 
to-school season. The mats, fea- 
turing new lower priced Snorkel 
pens and desk pen sets, are tied 
in with the company’s national 
television program—the Jackie 
Gleason show. Russel M. Seeds 
Co., Chicago, is the agency. 


Issues ‘Canada Trade Index’ 

The Canadian Mfg. Assn., 67 
Yonge St., Toronto, has issued the 
1953 edition of the “Canadian 
Trade Index,” which lists 10,000 
Canadian manufacturers and their 
products. The 1,170-page book is 
available from the association at 
$7.50 a copy, postpaid. 


KWKW Names Winters 

Mel Winters, formerly handling 
promotion assignments for a na- 
tional food chain, has been named 
promotion-merchandising manager 
of KWKW, Pasadena, Cal. 


TER! SEGUR, formerly assistant sales pro- 

motion manager of Masonite Corp., Chi- 

cago, has been appointed to the new post 

of assistant to the president of H. M. Gross 
Co., Chicago agency. 


Sterling to ‘Greenville News’ 

Charles Sterling has been ap- 
pointed national advertising man- 
ager of the News, Greenville, S. 
C., morning and Sunday news- 
paper. 


in non-TV areas. 

Spreads are scheduled forAmer- 
ican Druggist, Drug Topics and the 
(N.A.R.D.) Journal. In addition, a 
“Book of Gifts,” which last year 
| went free to 7,400,000 consumers, 
| New York, July 29—A year-end will be distributed through partic- 
promotion planned to make inde- ipating stores. A 25-piece window 
/pendent drug stores the center of display of cardboard and plastic 
Christmas gift purchases was de- | will appear in all stores. 
scribed here yesterday to execu-| Sponsoring the program is the 
tives of 26 wholesale drug houses! Druggists Supply Corp. Ruthrauff 
which service about 12,000 retail) & Ryan is the agency. 
drug stores in New England, mid- 
dle Atlantic and southeastern 


states. 
es , Charles Bell Jr., formerly ac- 

she theme of the promotion, | count executive in the sales de- 
“Gifts Galore for 1953,” will be| partment of WNHC and WNHC- 
pushed via a four-color spread in|'Ty, New Haven, has been named 
the Dec. 7 Life, Dave Garroway’s| sales manager of radio station 
“Today” (NBC) between Dec. 2) WHAY, New Britain, Conn. 
and Dec. 23 and the multi-message 
plan of the Mutual Broadcasting Major to Hill & Knowlton 
System during the —_— period. Ralph H. Major Jr., formerly 

TV spots and participations will public relations consultant to Stan- 
be used in areas where Garroway gard Oil Co. (New Jersey), has 


is not seen, and 15 radio spots a joined Hill & Knowlton, New York 
| week for three weeks will be used | public relations consultant. 


Druggists to Offer 
‘Gifts Galore’ to 
Christmas Trade 


Bell Joins WHAY, New Britain 


61 


Issues Weekly Comics Section 

Colony Publicatiens Inc., 49 W. 
45th St., New York, soon will bring 
out a weekly comics newspaper 
section called Arrow. It will be 
distributed “by 200 weekly papers 
in the 23-county suburban area 
surrounding New York.” Edgar N. 
Rowell, formerly with Capper 
Publications, Topeka, will be ad- 
vertising director. 


Reynaud to Macy's New York 

Herb Reynaud, formerly adver- 
tising manager and public relations 
director of Gump’s Inc., San Fran- 
cisco specialty store for home, art 
and fashion, has joined Macy’s 
New York, where he will head in- 
terior displays. 


REPETITION of irritation 


does not help your sales 


Maybe a new version, a new twist, 
will do it. For a more effective ar- 
JAY P. rangetments — see our free samples. 


WALK advertising typography 


11 E. HUBBARD ST., CHICAGO 11 @ MO 4-6134 


Each week Medallion 


“owned” by a different Chrysler Corporation car: Chrysler, 
De Soto, Dodge or Plymouth. Each car’s program has its 
own announcer or announcing team, chosen for appeal 
to potential buyers of that car. Bill Spier is the producer, 


(3) “When a woman 


really clean... she uses 


of first advertisements in this new campaign for Lever 
Brothers’ Surf. Supplemented by 24-sheet billboards and 
radio and TV commercials, ads employ dynamic pictures 
and a yellow border to dramatize the copy theme: “When 
you wash them with Surf, they smell like sunshine.” 


@ Chrysler opened its new dramatic show last month 
with the largest starting network in television history, 


yar 
Oo Chrysler Four 
. 2) Lazy Husband 
© Nose Knows 

t © Worry Ender 


* 9g 


Theatre (Saturdays, CBS-TV) is 


wants to know if something is 
her nose.” That was the headline 


@ Gold Bond’s “Lazy Husban 
consumers and paint dealers alike, according to National 
Gypsum Company, BBDO Buffalo client. Appearing in a 
novel format, this whimsical character opened the 1953 
Gold Bond Velvet campaign in Life. Response to the 
merchandising package built around the series by this 
client indicates a busy future for the 


s ? 


d” has made a hit with 


“Lazy Husband.” 


hl, 


@ Who wouldn't like to end his winter worries now for 
as little as $3.98 a week! These Post ads show common 
heating problems, tell why American-Standard Warm Air 
Heating is the right solution. Note 
into the picture by reference to his listing under “Furnaces” 
in the “Yellow Pages” of the telephone directory. American. 
Standard is a client of BBDO Pittsburgh. . 


how the dealer is brought 


BATTEN, 


NEWYORK © BUSTUON 


BARTON, DURSTINE & 


CuHicaco °¢ 


OSBORN, 


MINNEAPOLT 


INC, 


BUFFALO CLEVELAND © PITTSBLRCcH °* SAN FRANCIECO « 


Advertising 


HULLYWOOD * LOS ANCHIES * 


DETROIT 


Sea hee ema ire Zenner toe 7 rn ieee ok meas Pot eee ee te or eminence tet" A Mebane eae ad gt: 2 PMR Gl aR SA (Mee Gir Mrs Sx eee bea cae bot eS a 
host ee Sees oath ahead Reef eager hie Mee MARE Loy Coe arr ee nmi a P| ROM ERR MTS eae ae SpA alee gens Glen ek BS PT gta a 8 2 > ren Ae Bia ais sos br ors aR eo Aa Rd OB aves ae Naas eat ld SUI ae A ssn aay hae a 
ieee eee Mee oe Sy ee ee yee Sh oe aes 7 ee ieee Pag i met us one oe ee oes 

5 : “i Aspley ae ‘ OF th ast iy ies eerie Ag Tema Fee eee vce SiS Te et aes es pit ie ge ne Papal ie 1 oe cA ee Mee ee ote hi St Sree Foy tT Ss eee? 
: % : Sine gaat *y : pet ee . : : e 7 : 2 pc agar tiie Sa tec eR Wats Seek ty oe Be ae ee pe eae BS CS Re 
eekly! ae MMe eee her 2 ea ic en i, oe) iimeeee = Peo ae Bigg eater ach guanine . a ed Meany pe ‘ ae oie on ea es ee a co tant Lo a AS " ane. Be ee eee ae 
Gin. * EX aS Soe ok ae ie (eee ae ee. pe pg uae eee AOR aah. cas ie teeta se PRS iced ah «ana Rea eee Se ere i ‘i aS oe tech: ed 
5 - nae i a 7 eet Soe 
” " Sun oe a ~ . 
; i 7 
\ 
J e 
| 
1 \ , ; 
— & * 4 
0 ’ 
. : 
( i ‘ 
; qd en 
‘ : F | 
4 r ¥ 
V 
; C 
- : i . 
, f, 
Le j 

l J 
—————EE7~ . “ ptenipnsiate 
’ ’ | 
r z, pensnaaigiine : eunieaadeiia ; ee 

srs 
S Vee ah 
roa Pa 
Po — 
, 4 ee ia 
PO 7 5 
PO —“C:wSSCSC‘CSNNSSCséséCsds She 
r cenetistenaesbctirecsiaenitiei - 
* Be 
| PSA. SSSR 2 Op saya te pict pete one 
rete. pee ee Petes con Scan ae cae nthe 
y hee ae eck: ES LER aa Se SAM 
“2 eo (i anBhAaAat® ses 
' a i ez. — fe Hk a a 
be if | ec: cee gas ee ey ce aes ; etch) 

| "a ”" mts #&. setae 
5 ie ee, ee -— Bye 
- is e& Res oA ve x “Sey ia 

f F oS. | $ Mageove Se 
' | : Ves ae | a pod We : 
1 | gerne — —_—— — ee en teammate SNE mate RR ee ae RAR a A RN 3 oe 
ae Pee, i a : é ~y “eee 7 "cgi 
| watt a tae a 5: eee mmm Jats 
; a — : 
: be ~ meee re BATS : 
| ts J / , } | iy ERIS 
be » ; aa “f ey 

’ be ? , i eee 
- ‘ay f a “te ate 
5 ; 7S "y ae ee | fo , jane 

H 4 > ure Renee, i ™ Sh SN eee 

5 it 4 i Amare . a , * 
5 : Niw | eae 

1 ie ‘ é -_— 4 Ea Sy. | i gr ake 

S ee ia \y F "GOING iz iis 

s Ae ie 3 oO C PA gz i 
SP Se ~~ F D ' : A H PM s yas tS 
tials | ee \ae Y HUSeB [5 é ee 
pe ae j F . r a Me : 
~* Tm © SANDS | | 3 
ll 5 , » 4 ‘ | ' ees? 
—a—_ a ‘4: * ts va ‘ ears 
a mege ‘ = _ late “ 8 PEE tae 
se Pre f ‘ me Wes p ‘ x ae mee 
| # £ Bo eee. OP ei. 5 : a + 
\ ' 7% ‘ are 3 sy 2 eae M nt v4 i 
j ] oo a! ian SES SSIS ad / 
k : ; , ° 5 ey ee te tr or ¥ Fe Oe 
; ‘ ie 2 a nM Wey aloe ‘ ; oa 
tf Het oe St ia a 
A ie ; ; il ig Se Ra cli ee l A fi f / i oe 
2 i > Sy vo — F : Rees 
Dk: . 4 A ae a a / oe. = ae 
oe ae $3 & on A : Pio 
é Se ae eee iat baa! = Py >. £ eco 
ie " ‘ f tts poked cad . \ ieee oe 
‘ 3 es % — - ’ * 
2 Ss _ ett sy) es adaneten ‘ sr — 2 = BIAS 
? bi - " Peak er = , —— a Be Bit ot capt iy, ak i eae rm fe ee 
faraaige =! 
- is 
- ie 
> wa 
ares Ys 
, pe 
Bue. 
ee ae 
igre 
ia tes 
- \ ae 
«ad Moe - - —_— ’ ig i? 3 
Bp fin tude ‘ ? 7 : i. a ; 
ee “es at - , be by 4 : na a 
ae lg § 3 7. ia ie 
r — ‘ ss iy ft A) ASN ea 
__ a" : 5 ali aah Uh 
" “ ; BB ek opi g 
yer gt! ’ _ re Reh 
wv : : Vise oe ee 
ant wt e My ge Bap 
¥ ut q Y - ‘ " re ese 
: all she —— 6—Ctlté«SN al 4-7 ta! ghia Sec. 
, oer? r=  \ 6 : 4 ; Meee 
| oe oo ee _ ne | Bake i 
ye o ig 4 g ¢ 5 | ae wpe , #S E, : 
% a ee \ ? ij : b b as ss sion 
_ Tome cet \\ : e vl i artery ros Spon 4 Se sy ce ms, averiaeapieeet ae 
} Osareure = sess ee y —— = SE ‘ fn oie Nata 
; ; e oe ’ , End winter's worries My Bates 
4 - wee e a ee, i) 4 , 74 4 Aq Teena, oaaee 
, ee Ce, nt 4 /  Americon-Standard yo °°*-insrall fe et 
a, ot ene * Os - alles i is erm i igre 
‘a A mee we % ‘Mj « oom % \ ie ‘ a rs for a8 little os 13.98 vs Air Heating % . : 
mee oe » ene wie oy . : week my parent 
i a F2 - 4 gs Ae 4 2 “a are eee 
ie 4, —-_ " a. ve al iy © '* Weve oe ue ae 
1 - - zs, os iP a» é se » , © ig ; } $3 > nf 4 ; ieee © pew te ; pe ea ¥ 
A % Bee sees iy # iy { ~~ ss 7 y Mi Bees 
or a , <= {fii ian gle a F en 
he hy ‘ we . \ oe re sal iz . a oe . se “eel Lay ekg: 
‘io Bes ae" is & ‘ : Pmt « fg Oi’ sll P / ~~ —< ne " cn ats S 
tee Mee, pag 3 a ‘ % ao . BY, iy Y ‘ d ~ — . 4 gad a 
ge ; on ee e “o-oo \ . y, ; alli ee =~ , ae ees 
A. oe , /*. eos ' ¢ eT ; SS Se Leite ts 
’ + oj Soot - a ’ dh , [| = ‘7 ao an _ ‘ bees ee, 
| Sacer a” ; sa — oy. Fe Tuk 
fas buen A / vs YN O0ae any aie Mo &; oa 
Gey BO es ‘ oe ie nes « "0 m08 ove ~ ee A 
pare ee - a, d i em , ee ; 
% Z cae ee ~ ; hit = - ~ b: 4 
4 ‘age " > ey ome oe hy): 
, 
eae 
Ors 
ee ee oe Sha 
OTE 
| ee SS Se 6 $6 ty an 
so ies 
reer: 
=™ ie aie ‘ . eS hm tees ines ng enamine ae ° : . : i ae sip bi ; ; “ ¢ : ‘ oi ‘ eee : 4 % « ‘ | se rae 
5] 1 Cad . . : ares r ; * F : > i, oa4 : anne ee 
i nee, Se! notes Lee : r eR ens 2 , . et Phe Bes ih. HK Bae ye. ; SO AS a Biegler eet ae Tye grt ve ee eee o? Be Be Nic ee ee Mee ee hice Rae ii F Pad.’ Ret ied CaO | ay BUM 
a oe e poe Phen: Wal ta Pe Spe ete tne ea es ee ae tt Neuse hy mie Uh ost Fe i gh eee Pd ee MCL Bene Bian besa as he yh tot Ee 44 BN Lg A BS Ac ag en ee gen ek ah Oy hg. Sol Pie PO 


62 


The Voice of the Advertiser 


This department is a reader’s forum, Letters are welcome... 


Airs His Reasoning 
on Wage-Price Problem 

To the Editor: There is probably 
no other element leading our econ- 
omy into socialism swifter than 
the publication of such articles as 
Twentieth Century Fund (July 13 
issue). 

According to my common sense 
reasoning (very common, maybe) 
any raise in dividends or wages 
that results in increased prices of 
commodities is a disservice, not 
only to the dividend-getter and 
the wage-receiver, but decidedly 
more so to our whole economy... 

In the same issue you editori- 
alize about baseball. 
reason baseball is declining is that 
the people do not have the money 
to spend on it, after they have met 
the increased living costs. 


— 64 Pct. Growth 


Ail Chedlition Records 
Broken in Current Months 


i. 


ORLANDO SENTINEL-STAR 


ning ‘Evening 


Orlando, Flo 


Every time a price is raised “I can’t afford an increase. I know 
some potential customer is cut off. that every increase means an in- 
True, the increase may have the crease in the price of commodities 
result of increasing the wage and I buy. I have six consuming units 
dividends, but that’s like handing |in my family, and only one earn- 
out whipped cream instead of/ing unit.” 
straight cream, for your coffee. It_ CHaRLEs N. THOMPSON, 
adds to the bulk, but does not in- | Buck Hill Falls, Pa. 


Advertising Age, August 3, 1953 


‘structive criticism (or reluctant | TV commercials. I think they suc- 
_praise) of The Creative Man and'ceed because of their frequency 
Clyde Bedell have afforded us/rather than because of any sin- 
/'many applicable lessons in better-|cerity, convincing quality or in- 
ing our retailers’ efforts—BUT— formation in them. 

Clyde Bedell tried TOO hard in| But generally speaking, if Mr. 
your July 6 issue. Having read Sparhawk will investigate further, 
and re-read both the ad criticized |and with an open mind, I am sure 
and Mr. Bedell’s criticisms, we) he will find that his reference to 


The chief. 


a charge for the whipping. 
Every item produced, by the 


costs him more than the mere in- 
crease he gets. If you don’t believe 


| his spinach and has to go to a store 
'to buy some. 

| One of the favorite arguments 
the economists use in supporting 
inflation is that savings accounts 
have risen so tremendously. I hap- 
|pen to be a director in a small 
/country bank; I have checked for 
ithe past ten years. Our savings 
|deposits have risen 125%, but our 
loans—mostly installment—to the 
same class (largely sons and 
|daughters of the savers) have in- 
‘creased 180%. If I were proud of 
our “prosperity” today I’d claim 
credit for the banks. 

And our “prosperity” might con- 
\tinue if the banks would keep up 
their pace, but there’s a limit. 
True, Washington is trying to help; 
|recently, again, they have lowered 
our reserve requirements. But if 
reserves were cut out entirely 
there’d still be a limit. What is 
going to happen when the banks 
i|have reached their limit? The 
|answer is, the extension of Roose- 
velt-socialism, and a nuzzling up 
ito Communism. 

| One member of the railway un- 
ion showed his common sense. 
|When an increase in wages for 
‘them was in the offing, he said, 


Oi, 


= 


MINK FARM | 


gin E>: 1h ae 


~® Ss prea 


**We can still do big in Essex County, 
N. J. They ranked 14th in votes for 
the ‘change’ but also racked up the 


country’s 14th total for the Dems.”’ 


Represented nationally by O'Mara & Ormsbee, Inc. 


NEWARK, NEW JERSEY 


time it reaches the consumer, even 
though he may be the producer, 


it, ask the farmer who oversells | 


crease the butter-fat, and there’s | e e e 


Garroway’s Friend Helps Out 

To the Editor: Score another one 
for the makeup men! 

In the July 13th issue of Time 
Magazine, our ad featuring Mystik 
Adhesive Products’ new “Tarzan 
of the Tapes” wound up right next 


The Ape intervene: 


ee eae ee 
ewe 9 Be tee & 


we. ry 
“hed fase oh ener the adhe ite © 
oa ee eran ne thew Call Leaking like a argo 


to a photograph of J. Fred Muggs, 
Dave Garroway’s pet chimpanzee. 

We thought this was an excep- 
tionally fortuitous stroke of luck 
for us. 


JESSE E. LEHMAN JR., 
Advertising Manager, Mystik 
Adhesive Products, Chicago. 

. 

To the Editor: It appears that 
the ape truly is trying to intervene 
in the Mystik Tape ad... 

I thought you and your readers 
might enjoy this apparent stroke 
of genius on the part of the Time 
makeup man. 

ROWLAND LAUGHLIN, 
Vice-President, George H. 
Hartman Co., Chicago. 


Heat Lightning 

To the Editor: We approach 
ADVERTISING AGE each week with 
the ardor of a teenager reading his 
first “adult”? novel. It’s our pleas- 
ure and our textbook. The con- 


ceeded. 


find we don’t know what the hell 
he’s talking about. 

Now, far be it from us neophytes 
to criticize the sage, but we’d ap- 
preciate it if, in teaching us to be 
explicit. ..he’d be explicit! 

Besides, we think it was a good 
ad. 

WILLIAM W. GREVE, 
The News, Saginaw, Mich. 


Clyde Bedell didn’t try too hard 
in discussing that frankfurter ad, 
but the printer tried hard to make 
Mr. Bedell sound like Gertrude 
Stein—and unfortunately  suc- 


. * cs 
If Advertising’s a Racket 
Salesmanship’s a Gyp 

To the Editor: It seems to me 
that Mr. Sparhawk, writer of a 
letter on advertising vs. selling and 
published in your issue of July 20, 
should have used a little more re- 
straint. 


I quote: “The basic trouble is 


s|advertising is a sort of racket.” 
*|So is selling, if the salesman is a 
...|charlatan and the product is in- 
“| ferior. It is commonly agreed that 
| good advertising sells good prod- 

“_ | ucts. It is likewise true that adver- 
““|tising backs up the work of the 
=|salesman and makes his job easier. 


Mr. Sparhawk seems to be the 
type of salesman who wants to 
claim all the credit for moving 
merchandise. Apparently he does 
not have a detailed knowledge of 
how advertising works or what it 
does. I have known salesmen 
whose knowledge of advertising 
was limited and they were gen- 
erally the men who scoffed at the 
effectiveness of advertising and 
asserted that only through their 
own personal efforts could mer- 
chandise be successfully sold. Fur- 
ther, Mr. Sparhawk should realize 
that huge quantities of goods are 
sold without salesmen at all. In 
this connection let him _ reflect 
upon the record of maii order ad- 
vertising. 

However, I admit Mr. Sparhawk 
is justified in his slam-bang crit- 
icism of radio commercials (which 
is likewise true of TV). I have 
been fed up with such commer- 
cials for years, and my reaction 
has always been: “How can pro- 
'fessional advertising men of com- 
petence and judgment write such 
| hogwash?” There is, unfortunately, 


very little real selling in radio and | 


advertising as a racket is no more 
justified than if it were said that 
salesmanship is a gyp game. One 
is as absurd as the other. 
JULIAN H. RoGers, 
Assistant Promotion Manager, 
Chain Store Age, New York. 


* ® s 
Contributes His Choice 
To the Editor: Enclosed is my 


contribution for the 1953 adver- 
tisement from [Harper’s Bazaar] 
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showing the poorest taste, of any, 
that is. 
W. F. RaNnpbo.tpu, 
Sutherland-Abbott, Boston. 


Local Merchants Need Lesson 


To the Editor: Surely you are 
now at work getting out reprints 
in pamphlet form of “Here’s how 
to make newspaper space effec- 
tive.”? (AA, June 29.) 

Here is my order for a dozen 
copies. 

Apparently, as usual, the em- 
phasis seems to be directed at the 
national advertiser, but believe 
me, local merchants need the les- 
sons conveyed. 

HERBERT STALKER, 
Flint, Mich. 

Sorry, but no reprints are avail- 

able—yet. 


(ADVERTISEMENT ) 


NEW ROOM FOR TRAVEL—Advertising people 
traveling in groups between Chicago and St. Louis like 
the luxurious privacy of the new “Blue Bird Room” 
aboard the Wabash Domeliner B/ve Bird. Refreshments 
and meals can be enjoyed in the “Blue Bird Room,” 


Sor 


which may be reserved before train departure time with 
six to ten first-class tickets. The beautiful Blue Bird 
also features Dome seats (no extra charge), diner and 
cocktail lounge, as does the Wabash Domeliner City of 
Kansas City, between St. Louis and Kansas City. 
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Hoffman Sets 6-Month 


Los ANGELES, July 28—Hoffman 
Radio Corp. will spend about $1,- 
000,000 before the end of the year 
to promote its 1954 line of televi- 
sion sets, with close to 75% of the 
budget going into newspapers. 

The campaign will be based on 


the theme, “A new dimension in| 


sound.” This refers to a new Hoff- 
man feature, claimed a first in tel- 
evision sets: trio-phonic high fi- 


+/delity sound. Hi-fi is achieved, 


-’ | Hoffman says, through the install- 


THREE-SPEED DISPLAY—Admiral Corp. deal- 
ers are being offered displays like this for 


Admiral radio-phonograph combinations. 

The cardboard figures twirl around the 

carousel post when the phonograph motor 
is turned on. 


Nielsen Plans 2nd 
Polls of TV Owners, 
Station Coverage 


{ 
| 


| 
| 


Cuicaco, July 28—New figures. 


on TV set ownership, both u.h.f. 
and v.h.f., will be available about 
Jan. 1. By next spring, a new sur- 
vey on AM and TV station and 
network coverage will be made by 
A. C. Nielsen Co. 

Nielsen has sent plans for the 


remeasurement of TV set owner- | 


ship to the networks, and expects 


to execute the project this fall | 


when winter TV program sched- 
ules are in effect. 


# The poll will be based on the 
100,000 home _ area_ probability 
sample set up for Nielsen Coverage 
Service measurements. Data will 
be collected by counties and groups 
of counties with 10,000 or more 
families. The project is being of- 
fered to the networks for joint 
sponsorship and is the first to be 
made since May, 1952. 

The data collected in this project 
will give the AM and TV stations 
and networks a chance to evaluate 
their needs for remeasurement of 
station and network coverage in 
the spring project, A. C. Nielsen, 
the company’s president, said. Over 
150 stations to date have placed 
advance orders for the second 
Nielsen Coverage Service project, 
he announced. 


Air Associates to de Garmo 

Air Associates Inc., Teterboro, 
N.J., maker and distributor of 
aviation materials and equipment, 
has appointed de Garmo Inc., New 
York, to handle its advertising, 
merchandising and public rela- 
tions. Plans include consumer pub- 
lications (four colors) and trade 
publications (two and four colors). 
Institutional promotion is sched- 
uled for fall. Previously, G. M. 
Basford Co., New York, had the 
account. 


‘Diesel Power’ Boosts Rates 


Effective with the September is- 
sue, Diesel Power increases its to- 
tal distribution guarantee to 13,300, 
a 51% increase in the past 12 
months, reflecting a 21% boost in 
net paid and 30% boost in con- 
trolled circulation. The one time 
b&w page rate goes from $270 to 
$390. 


Corn Millers to Meyerhoff 


The American Corn Millers Fed- 
eration has appointed Arthur Mey- 
erhoff & Co., Milwaukee, Chicago 
and Beverly Hills, Cal., to handle 
its advertising. 


Ames Rejoins Ryan Agency 
Robert H. Ames, after an ab- 
sence of over 14 months on sick 
leave, is rejoining Lewis Edwin 
Ryan Advertising Agency, Wash- 
ington, as am account executive. 


'|ation of two speakers, one for high 


and one for low notes, 10 watts of 


‘| push-pull output instead of the us- 


ual three, and a crossover network 
which separates high tones from 
low tones. 

The campaign will run in ap- 
proximately 110 markets, some of 
which will be entered for the first 
time. Hoffman has thorough dis- 
tribution in the West, and is in 
New York City. 


s A substantial part of the news- 
paper schedule will be co-op with 


$1,000,000 Budget 


‘dealers. Most schedules call for 
insertions every week, with some. 
every two weeks, depending upon’ 
the market. Budgets for each mar- 
ket are based on an estimate of the 
potential 
months. 
| Usually, factory ads will al-. 
ternate with dealer ads. Factory. 
_ads will run from six columns on. 
a page up to two pages. Dealer ads 
are smaller. Concurrently, two-| 
column by 5” ads will run daily on | 
the radio and television pages of 
/newspapers used. 

| Outdoor and radio spots will al-. 
so be used when entering new 
markets. These schedules will start | 
about a month before newspapers 
‘are used in order to get name im- 
‘pression. Outdoor schedules are 
on a three-month basis. Radio is 
/used only on saturation schedules. 
'Most schedules will run at least_ 
‘two weeks, with a minimum of 12 
spots a day. 
| Foote, Cone & Belding is the 
|Hoffman agency. 


for the next three. 
Ss 


Long to United Artists TV 


Frederick A. (Ted) Long, di- 
rector of radio and television for 
Geyer Advertising since 1946, has 
been named v.p. and general man- 
ager of United Artists Television 
Corp., New York. He_ succeeds 
George T. Shupert, who has re- 
igne 
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Council Shifts Alexander 


Richard T. Alexander of the Na- 
tional Cotton Council’s sales pro- 
motion division has been trans- 
ferred from Memphis to the New 
York office where he will handle 
foreign promotion liaison and will 
also work on merchandising cam- 
'paigns in U.S. markets. 


Ohio! 


HAT A BUY you get in Akron, 
One of the few large 

U.S. markets covered (99%%) by 
a Single newspaper — the power- 
ful AKRON BEACON JOURNAL, evening 


and Sunday. 
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sell the St. Louis Market the Way 
Furniture and Household Dealers Do 


Leading St.Louis furniture and household 
dealers sold their share of the $140,000,000 
furniture and household market in 1952 by 
using 2,455,698 lines of advertising in the E 


ST.LOUIS POST-DISPATCH 


J 


NATIONAL ADVERTISING OFFICES 


New York 
521 Fifth Avenue, 17 


V. AMBROSE, Manager 


Chicago 
Tribune Tower 


M. ROSCHER, Manager 


Florida 


31 


1 Lincoln Road, Miami Beach, Fla. 


THE LEONARD CO. 
PACIFIC COAST 


WEST-HOLLIDAY CO., INC. 


the medium which gives you the most 
thorough and economical coverage 
of the St.Louis market 


Circulation: Over 470,000 Sunday, Over 400,000 Daily 


San Francisco 
625 Market St., 5 


Los Angeles 

520 W. Seventh St., 14 
Seattle 

603 Stewart St., 1 
Portland 

520 S. W. 6th Ave., 4 
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Listerine Hikes Sales 
in Chlorophyll Battle 


(Continued from Page 1) 
Listerine advertising, to start 
slugging it out in the chlorophyll 
cockpit, Lambert and its agency, 
Lambert & Feasley, performed ma- 
jor surgery on the Listerine 
theme. Into newspapers on the 
West Coast went new copy which 
promised that Listerine was four 
times as effective as chlorophyll. 
It rapidly was swung into national 
media. 


® Result? In the pristine language 


of the annual report, President Ed-_| 


ward T. T. Williams told stock- 
holders: “You may wonder how 
Listerine Antiseptic. ..has 


phyll. I am happy to say that Anti- 
septic sales have been stimulated 
by our own promotional efforts, 
and 1952 results exceeded those of 
each of two preceding years from 
the standpoint of both volume and 
profit.” 

There was more than merely 
changing the tone of Listerine ad- 
vertising to the big shift in Lister- 
ine’s approach to competition—the 
company replaced Sammy Kaye's 
TV show with the more costly 
“Ozzie and Harriet” on ABC TV 
and AM networks. This change 
was partially financed out of the 
magazine appropriation—the only 
segment of the Listerine budget 
which was trimmed. 


s And in the process of fighting 
back vigorously for the breath 
deodorant market, Listerine man- 
aged to keep its advertising expen- 
diture about equal, in relation to 
sales income, to that of the two 
preceding years. 

Listerine advertising expendi- 
tures, well over $2,000,000 in 1952, 
have usually hovered around 22- 
24%, a fairly conservative figure 
in the drug field. In 1952 they were 
kept at the same level, eloquent 
testimony that Listerine’s back- 
fire wasn’t only lighted with fer- 
vor, but with efficiency as well. 

This is surprising, but Listerine 
is a surprising product, and the 
last 32 years have produced a suc- 
cession of surprises. 

From 1879 until 1916, Lambert 
Pharmacal Co. produced Listerine 
as a mild antiseptic for household 
use, advertising it in chaste and 
subdued tones to the medical pro- 
fession only as an “ethical” prod- 
uct. It was one of the first “ethical” 
products on the market. Its agency 
was Williams & Cunnyngham, of 
Chicago. 


es In 1919, the fifth Lambert 
child, Gerard, then 33, had come 
on the payroll as general manager. 
He decided that what Listerine 
needed was promotion. It was 
pointed out to him that the com- 
pany already spent $110,000 a year 
in advertising, and that crass com- 
mercialization could easily torpedo 
the company’s relation with the 
medical profession. 

To this, Gerard Lambert replied 
that if he were permitted to add 
$5,000 a month to the company’s 
expenditures, he guaranteed to get 
the additional money back in the 
same month, and extra profits, too. 
He was named v.p. in charge of 
promotion, and he summoned two 


men from Williams & Cunnyng-| 


ham. 

The two agency men were Mil- 
ton Feasley and Gordon Seagrove. 
They conferred about methods of 
promoting Listerine, running over 
the properties it might have which 
lent themselves to aggressive ad- 
vertising. 

It was Marion Lambert, Gerard’s 
brother, who recalled that Jordan 


Lambert had said it was good for rooTHPASTE TRIUMPH—This is the copy which rocketed Lister- 
“bad breath.” It was the company’s ing toothpaste into the top flight of all dentifrices. At the left is 
elderly chemist and treasurer— the announcement od which appeared in 1923; then followed 


| one against it. 


been. 
affected by the exploitation of | 
competing items featuring chloro- | 


A. R. Deacon—who provided the 
medical definition of bad breath— 
‘“halitosis.” 

_® Gerard Lambert liked it. He saw 
‘its possibilities. He drafted the 
first ad himself, and Seagrove and 
Feasley liked it. But Williams and 
|Cunnyngham shrank when they 
| saw it. 

It had the potential of frighten- | 
ing a nation into gargling, but 
|seemed likely to discredit the) 
agency. The agency’s staff was 
polled, and voted nearly nine to 


But in tests, the story of Ernes- 
tine, who had everything but an 
unblemished breath, outpulled the 
traditional Listerine copy two to 
one. The Chicago agency overcame 
its qualms, and advertising history 
started to be made. 


® By 1923, halitosis was a house- 
hold word. The sagas of salesmen 
who failed to sell, bridesmaids who 
never made the altar, secretaries 
who flinched from dictation were 
ground into our national subcon- 
scious, and Mr. Lambert decided 
that he needed his own advertising 
agency to handle the account. He 
organized Lambert & Feasley; his 
partner was the same Milton Feas- 
ley who had attended the confer- 
ence that exhumed halitosis. 

The two produced still more sit- 
uation ads, and in 1923 Listerine 
toothpaste also bowed on the den- 
tifrice scene. Listerine toothpaste 
didn’t have the Listerine flavor— 
it had “fruit acid action,” and was 
cunningly advanced for 25¢, half 
the price of other pastes. 

Further, the copy urged pur- 
chasers to buy silk stockings, golf 
balls or theater tickets with their 
savings on toothpaste. By 1927, it 
was No. 1 in the country. 


® The toothpaste equaled the an- 
tiseptic’s triumph, and did it in a 
highly competitive field. After 
some initial product changes, and 
switches in advertising appeals, it 
began to rise with Feasley’s “Lazy 
People” campaign, and hit its peak 
when Gordon Seagrove’s economy 
appeal copy began to run. 

Mr. Seagrove joined the agency 
in 1926, the year of Feasley’s death. 
He had been present at the historic 
halitosis conference, and Lambert 
found him (on a vacation from 
advertising) playing a calliope ina 
circus. Gerard Lambert persuaded 
Mr. Seagrove to come to New 


York. 

For the last 27 years, most of the 
advertisements for Listerine and 
Listerine products have had their) 
genesis in his typewriter. Other | 
admen have generally ranked the) 
limitless variations of the bad- 
breath and dandruff themes as one 
of the great distance efforts of 
copywriting. 

By 1926, Lambert sales had 
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BREATH OF A NATION—Here’s a quick picture of the progress 
of Listerine: left, 1914, and near-ethica!l caution on a budget of 
$110,000 (note the Atwood Grapefruit ad, if you thought Sunkist 
started the branded citrus trend); 1922, single column magazine 


grown fantastically: Advertising | 
expenditures had jumped from— 
$110,000 in 1920 to $3,000,000; the 
net had risen from $115,000 to $2,- 
831,000. 

In that year, Mr. Lambert dem- 
onstrated his phenomenal financial 
acumen. As described by The New 
Yorker subsequently, he organized 
the Lambert Co., a holding corpor- 
ation, to take over Lambert Phar- 
macal Co. and Lambert & Feasley. 
He served as president without 
salary, but with an agreement that 
if he doubled the earnings he 
would receive 100,000 shares of the 
holding company’s stock, which 
was publicly offered at 41%. 

He collected his bonus in 18 
months, when net reached $6,488,- 
033 and advertising costs passed 
the $5,000,000 mark. 


® That was 1928; he was to dem- 
onstrate his financial acumen once 
more that year—he sold out, get- 
ting as much as 110 for some of the 
240,000 shares he sold. At 42, nine 
years after he had enthusiastically 


embraced halitosis, he had $25,- 
000,000. He showed his acumen 
once more: most of it went into! 
Liberty bonds. 

Lambert stock went higher still, | 
ranging up to 157% in 1929, when 
the company’s net hit $7,308,000. 

In 1952 it had sales of $31,025,- 
000, a net of $1,701,000. 

In 1930 Lambert Co. acquired, 
largely due to the tremendous suc- 
cess of the toothbrush, Pro-phy- 


lac-tic Brush Co., and with it, John 
Hudson Moore Co. (Sportsman 
men’s toiletries). 


rower Laboratory 


Lambert 
Pharmacal Co. (Canada) Ltd. 
and Pro-phy-lac-tic Brush Co. 
(Canada) Ltd., both in Toronto. 
Gerard Lambert is still a director 
of the parent company. 


ws One interesting and unusual as- 
pect of the company is that its 


soaring boom. 


and that ‘“‘no tooth paste, no chlor-| 
Other divisions added are: Har-| 
(pharmaceuti- | 
'cals), added in 1944; and two Ca-) 


inadian subsidiaries, 


advertising agency is listed as a 
subsidiary. Lambert & Feasley, 
however, has. general accounts 
(among them Phillips Petroleum) 
which bill more than Lambert. Its 
total billing is more than $7,000,- 
000. 

This may explain why Lambert’s 
sudden decision to start slugging it 
out with chlorophyll was less sur- 
prising than it might be. Lambert’s 
corporate history has been full of 
surprises, and it has never been 
an unreasoning conformist. 

Over the years, Listerine has 
generally been sold for three pur- 
poses: as an oral antiseptic, as a 
counter to infectious dandruff, and 
for colds and sore throat. The ad- 
vertising budget was roughly split | 
three ways. Currently, about 50% 
goes for breath appeal, 30% to sore 
throat copy and 20% to dandruff |! 
copy. | 
®s Because of the threat posed to| 
the company by the entry of the! 
chlorophyll products (since the. 
dentifrices fastened their claims) 
on their deodorant properties), 


'the oral hygiene end of Listerine 


got most of the attention last year. 

The newspaper ads, launched on 
the West Coast and in the Utica 
Observer-Dispatch, in mid-March, | 
1952, said flatly—“Listerine Stops 
Bad Breath...Kills Odor Bacteria 
Better than Tooth Paste, Better 
than Chlorophyll.” How much 
more explicit can you be? 

The text hit hard, using sub-| 
heads which pointed out that ‘“Lis- 
terine Antiseptic kills bacteria” 


ophyll kills like this.” 

Copy pointed out that brushing 
teeth helps in oral hygiene but that 
“it depends on the mechanical and 
masking methods of removing un- 
pleasant mouth odors.” Also, the) 
first copy revealed Lambert’s un-| 
compromising stand: “We have 
seen no scientific evidence that 
chlorophyll in any form can fight 


bad breath in this time-tested way. | 


The way chlorophyll is supposed to 


on wells of poison 


~ oe aos 


LISTERINE 


TOOTH PASTE 


HIDDEN WELLS OF POISON EN YOUR MOUTH 


ads told her sad story; 1924, full pages detailed her many con- 
voy trips to the altar; current—still situation copy, but a swipe 
at chivrophyll and a plug for Lambert's television show has been 
added. 


act is unproven, not clear.” 

By June, when the copy 
wheeled into magazines, it re- 
tained the bar charts and graphs of 
the newspaper copy. It had added 
a new claim, one which was to be 
hammered repeatedly in coming 
months: “Listerine Stops Bad 
Breath...Four times better than 
Chlorophyll...Four times better 
than Tooth Paste.” 

It had some astonishing results. 

As was said earlier, Listerine 
dollar sales hit a twenty-year high. 
The Lambert Co.’s sales for the 
first quarter of 1953 were up a 
million dollars, and its net rose 
17% for the same period. 

While Listerine sales have risen 
since 1942, it was largely due to 
the antiseptic’s preeminence in the 
food stores. Sales in drug stores 
rose 25% from 1937 to 1942, they 
hit a peak of around $7,500,000 in 
drug stores in 1946 (a big year in 
the drug field) and they have de- 
clined since then by about $1,400,- 
000—to about $6,110,000 in 1952. 

Food store sales have more than 
taken up the gap. For Listerine, as 
for other drug products (AA, Dec. 
8, 1952) food stores have played an 
increasingly important role, and 
now account for about 45% of Lis- 
terine sales. 


# Present indications are that Lis- 
terine will do about 54% of the 
oral antiseptic business in 1953. Its 
nearest competitor, Lavoris, is 
holding steady at around 14%. The 
two chlorophyll entries in the 
mouthwash field are accounting for 
about 3% combined. 

The switch to television has paid 
off handsomely, too. The evidence 
is that, while sales rose 20% in 
the country as a whole, sales in 
TV areas are up 31%. 

Sales of Listerine tooth paste 
followed a similar trend, also 
moved up 20%. But Listerine paste 
which galloped to first place with 
an economy appeal in a boom 
market, hasn’t been a front-run- 
ner since the ’30s. 

It has a steady and profitable 
chunk of the market, but probably 


not more than 3%. Chlorophyll 
dentifrices still account for nearly 
35% of over-all dentifrice busi- 
ness. 


® The view of Listerine’s man- 
agement is now quietly expressed 
in the opinion that “we used com- 
petition as a constructive force,” 
and the feeling that advertising 
on breath has expanded the whole 
market. 

There is also the feeling that the 
drug business skates on unneces- 
sarily thin ice in its therapeutic 
claims for products; that some of 
the recent innovations in denti- 
frice merchandising were based 
on the sketchiest kind of research, 


the trial offer; 1925 brought the fear treatment to its peak, and and that the public may be build- 
in 1927, as it hit the leaders, Listerine preached economy in a| IM a resistance to advertising 


claims which products of genuine 
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COUNTER-FIRE—Here’s the way Lambert 


phyll. At left, the newspaper copy which appeared in Utica and on the West Coast 

in March, 1952; at right, the first of the full-page magazine copy, carrying the “four 

times better” claim. The agency for this and other advertising in the story is Lambert 
& Feasley. 


merit, with new properties, may 
find difficult to overcome in the 
future. 

Despite Listerine’s razzle-daz- 
zle history, few of the men con- 
nected with the company’s man- 
agement today were part of the 
fantastic promotional success 
which made Listerine ‘the world’s 
most widely used antiseptic.” 


a Gordon Seagrove, executive v.p. 
of Lambert & Feasley, still turns 
out the situation ads which bear 
the stamp of those started by Mr. 
Lambert and Milton Feasley. Ger- 
ard Lambert is a director of the 
Lambert Co., as was said earlier. 
So is his nephew, Marion L. J. 
Lambert (also chairman of Gale 
& Co., a St. Louis automobile fi- 
nancing and insurance company). 
Joel Y. Lund, executive v.p. since 
1951, also has company experience 
dating back to the ’20s. 

Edward T. T. Williams, presi- 
dent of Lambert Co., came to the 
company in 1947 from a company 
manufacturing surgical and hos- 
pital supplies, Becton-Dickinson 
Co., Rutherford, N. J. 

Ernest Zobian came to Lambert 
as advertising and product devel- 
opment manager two years ago; 
he was previously a v.p. of Ped- 
lar & Ryan, working on Sterling 
Drug, and earlier spent eight years 
at Zonite Products Co., in charge 
of Zonite advertising. 


# In the drug business, as it cur- 


rently operates, new products with | 


new properties are a continuing 
part of the operation. Even with 
a product like Listerine—set to 
celebrate its Diamond Anniversary 
next year, product of collabora- 
tion between Dr. J. J. Lawrence 
and the young Jordan Lambert, 
named for the great Scottish sur- 
geon who fathered antisepsis— 
there is no relaxation of the hunt 
for new and better products. 

Listerine pioneered in trade- 
mark protection. It was registered 
in 1881, for years operated an 
“intelligence department” to de- 
tect violators of its trademark. The 
formula itself is not patented— 
hence Listerine cannot be classi- 
fied as a patent medicine, as the 
Federal Trade Commission once 
learned in an historic case. 

It has diligently protected the 
reputation and quality of its prod- 
uct, and has had little difficulty 
with imitators in recent years, al- 
though the company keeps a col- 
lection of around 800 imitations 
which were detected and elimin- 
ated from the market. 

And, as this story attests, Lister- 
ine knows how to use promotion 
to protect its interest in the oral 
hygiene field. 


Names Harry Robert Archer 

Harry Robert Archer, formerly 
with Transportation Advertising 
Sales, Dallas, has joined the adver- 
tising staff of the Wall Street 
Journal’s southwest edition, Dal- 
las. 


Four times better than Chlorophyll 
Four times better than Tooth Paste 


Pharmacal Co. met the menace of chloro- 


Hotpoint Co. Drops 
‘Nuts & Bolts’ in 


Dishwasher Drive 
CuHicaco, July 28—Hotpoint Co. 


has substituted low pressure for 
typical “nuts and bolts” appliance 
jads in a campaign to sell dish- | 
washers. | 
} 
| 


The effort of the General Elec- 
tric Co. subsidiary is aimed at peo- 
ple with money—the ones who can 
afford a dishwasher. (Hotpoint’s | 
models retail for $320 to $450.) | 

Alleged advantages of admen’s | 
daydreams of the “laminar flow 
detergent dispenser” type are by- 
passed in favor of short (80-word) 
pitches on why one should buy a|} 
dishwasher. A light touch is used 
in copy and art. 

The campaign broke June 27 in| 
The New Yorker in one column | 
b&w. The second ad ran July 18 
in the same magazine. Monthly 
insertions will continue well into) 
1953. In September Holiday and 
Time will be added to the cael 
ule. 


s Gordon G. Hurt, Hotpoint ad- | 
vertising manager, said this is the | 
first time a major manufacturer | 
has used the “utility’’ approach | 
in selling a dishwasher. This is a_ 


‘departure from the practice of 


emphasizing specific features. | 

“The appliance business has 
been trying to ‘out-feature the 
features’ on low saturation appli- 
ances with only fair results,” he 
said. “The same features story has} 
been told over and over again on 
various appliances.” 

Admitting that features have a} 
place in merchandising, Mr. Hurt | 
added, however, that the Hotpoint 
campaign will play down fea- 
tures of the dishwasher. Utility- 
approach copy and simple, silhou- | 
ette art are used to link the dish- | 
washer with modern living. 


Crown Zellerbach Buys Paper, | 
Lumber Firms in Canada | 


Crown Zellerbach Corp., San | 
Francisco, maker of paper prod- 
ucts, has acquired control of Cana- 
dian Western Lumber Co., Fraser | 
Mills, B. C., and Elk Falls Co., | 
Campbell, B. C., newsprint produc- | 
er, as subsidiaries. Crown Zeller- | 
bach plans to integrate operation | 
and facilities of its subsidiary, Pa- | 
cific Mills, with the Canadian or-| 
ganizations. | 

The company is. considering | 
plans to construct a $25,000,000 | 
pulp mill at the site of Elk Falls) 
Co.’s newsprint mill at Duncan 
Bay, B. C. The proposed mill will | 
have a capacity of 300 tons daily, | 
and will be completed within one 
to three years. 


Louis Zara Leaves Ziff-Davis 


Novelist Louis Zara, v.p. and as- 
sociate editorial director of Ziff- 
Davis Publishing Co., New York, 
has left the company to return to 

creative writing. 
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CAR DEALERS 


lf AUTOMOTIVE NEWS 
Were Delivered Like This. . 


Every Monday morning you'd see 
the Decision Men of the auto indus- 
try step out from behind the doors 
of the nation’s automotive manu- 
facturing plants and car dealerships 
for the newspaper that’s edited spe- 
cially for them. 


Actually, of course, AUTOMOTIVE 
NEWS is waiting for them on top 
of their desks. But it doesn’t “wait” 
long — for its 40,000 regular sub- 
scribers make it must reading at the 


very start of each week. BECAUSE: 
It contains up-to-the-minute authori- 
tative news and features on the in- 
dustry they manage. It’s the ONLY 
publication that provides complete 
coverage for both manufacturers and 
car dealers. That’s why the men who 
count recognize AUTOMOTIVE 
NEWS as the undisputed No. 1 
newspaper of the automotive 
industry. 


THE WEEKLY NEWSPAPER OF AMERICA’S NO. 1 INDUSTRY 


PENOBSCOT BUILDING 


ABP 


DETROIT 26, MICHIGAN 


REPRESENTATIVES 
New York — Edward Kruspak, Advertising Manager, 51 E. 42nd St., Murray Hill 7-687! 
Chicago — J. Goldstein, Western Manager, 360 N. Michigan Ave., State 2-6273 
Los Angeles —R. H. Deibler, 2506 West Eighth Street, Dunkirk 3-0303 
Detroit — Dick Webber, 2666 Penobscot Bidg., Woodward 3-0495 
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THE ADVERTISING MARKET PLACE 


Rates: $1.00 per line, minimum charge $4.00. Cash with order. Figure all cap 
lines (maximum—two) 30 letters and spaces per line; upper & lower case 40 
per line. Add two lines for box number. Deadline Wednesday noon 12 days 
preceding publication date. Display classified takes card rate of $13.50 per 
column inch. Regular card discounts, size and frequency, apply on display. 


HELP WANTED 


POSITIONS WANTED 


Experienced Artist - Excellent opportunity FREE LANCE COPY WRITING by Path 


for good all-around man to work in ad- chief, 
sized background of selling and newspaper ad- 


vertising department of medium 


industrial firm 


Work mostly line drawings (some wash), | 


photo retouching. Good sense of perspec- 
tive essential. Layout experience helpful 
but not essential. Write full details to 
Box 5865, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Il. 


BARNARD 


A service for employers and applicants 
in the fields of advertising and publishing. 
Office and Profesional CEntral 6-3178 
176 W. Adams Street Chicago 3, Ill. 


Large midwestern university needs adver- 


| 
} 


Chicago mail order house. 


in Southern Michigan. vertising. 


Box 5869, ADVERTISING AGE, 

200 E. Illinois St., Chicago 11, Il. 
SEASONED COPY-CONTACT MAN 
Extensive experience with important Cihi- 
cago agencies as writer, copy director and 
account executive. Ready to dig in on 

contact, copy or combination. 
Box 5870, ADVERTISING AGE, 
200 E. Illinois St., Chicago 11, Il. 
ADVERTISING MANAGER OR 
SALES PROMOTION 


Are you looking for a sales-minded Adv. 


tising instructor, preferably with newspa- | Mgr. with a successful background in both 


per experience. 

education, experience, 

ences in first letter. 
Box 5866, ADVERTISING AGE, 

200 E. Illinois St., Chicago 11, I). 
FRED J. MASTERSON 
ADVERTISING - PUBLISHING 
PERSONNEL 
All types of positions for men and women. 
185 N. Wabash Fr 2-0115 Chicago 


SALESMAN 


Detroit office of leading national adver- 
tising representative firm has position 
open for newspaper salesman. Nat'l sales 
experience for newspapers or farm maga- 
zines helpful. Excellent opportunity. 


Box 5867, ADVERTISING AGE, 

200 E. Illinois St., Chicago 11, Ill. 
ADVERTISING - SALES - PROMOTION 
Quality jobs for qualified men and women 


THOMAS PERSONNEL 
8 S. Michigan FR. 2-6230 


CAREERS IN 
ADVERTISING 
We have a special department devoted 
exclusively to the placement of experi- 
enced men and women in the Advertising 
and Publishing fields. Rapid, confidential, 
nationwide service. Write: Miss Dorothy 
Janssen, ADVERTISING DIVN., Room 505 
EMPLOYMENT COUNSEL, INC. 
7 W. Madison _ Chicago 2, Ill. 
MOLENE PERSONNEL 
SPECIALISTS IN GOOD JUDGMENT 


ANdover %-4424 
BANKERS BLDG. CHICAGO 11, ILL. 
SOUTHWEST... .senior account executive 
to match u job with a present and a fu- 
ture. If you are successful, about 35, able 
to work ard plan with clients, if you have 
demonstrated sales sense in consumer 
goods...if you have a minimum of five 


Chicago 


years agency experience, this long-estab- | 


lished, largest agency in its city would 
like to hear from you. Our staff knows 
of this ad. 
Box. 5868, ADVERTISING AGE, 
200 ‘E. Illinois St., Chicago 11, Ill. 
ADVERTISING & PUBLISHING 
FOR ALL TYPES OF POSITIONS 
GEORGE WILLIAMS - PLACEMENTS 
209 S. State Ha 17-1991 Chicago 
ARTISTS 
Experienced retoucher on black and white 


| 
| 


Give information about | sales and advertising? If you are check 
goals and refer- these qualifications. 


SALES MANAGER (4 years) Built busi- 

ness from scratch to half million dollar 

yearly volume. 

SALES PROMOTION MANAGER (4 

years) Created and planned highly suc- 

cessful promotion in competitive deter- 

gent field. 
Capable of handling all phases of adver- 
tising creative ideas, layout, copy, direct 
mail, budgets, premium promotions, pro- 
duction, printing, etc. Experienced in con- 
sumer and institutional and trade paper 
advertising. Also Adv. Agency experience. 
Present position with nationally adver- 
tised company has reached top potential- 
ity. Highest recommendation from present 
and past employers. Age 38. Pleasant per- 
scnality. 

Box 5875, ADVERTISING AGE, 
200 E. Illinois St. Chicago 11, Ill. 


HERE'S A JACK-OF-ALL-TRADES in 
SALES PROMOTION & ADVERTISING 
AVAILABLE SEPTEMBER Ist. 
Practical diversified experience that is 
sound & seasoned. Loves challenge to 
prove ability in Sales Management, sales 
development, market analysis, merchan- 
dising, coordination of staff functions 
with field operations as ass’t to V.P. in 
charge of Sales, or Sales Pro. & Adver- 

tising. To arrange interview write 

Box 5871, ADVERTISING AGE, 

200 E. Illinois St., Chicago 11, Ill. 
FARM ACCTS. NEED EXPERT HELP? 
Fresh ideas, copy that sells...in print, on 
film, or TV. Solid background advertising, 
sales promotion all media. Agencies or 
manufacturers with top spot open send 
for my resume. 

Box 5872, ADVERTISING AGE, 

200 E. Illinois St., Chicago 11, Ill. 
COPYWRITER AVAILABLE AT ONCE! 
10 yrs. experience: retail, mfr., newsp. 
Samples speak for themselves of his tal- 
ent, zing, ideability, pride of craftsman- 
ship. Box 5873, ADVERTISING AGE, 

200 E. Illinois St., Chicago 11, Il. 


REPRESENTATIVES AVAILABLE 
MR. PUBLISHER 


A well established publisher's representa- 
tive is now able to represent one more 
paper in the Ohio, Western Pennsylvania, 


| Western New York and Eastern Michigan 


territory. Maybe I can increase your space 


and color, also openings for experienced | sales in this area. I have for others. 
catalog layout man and artist’s appren- | Interested? 


tice. Koopman Neumer, 231 8S. Green, 


Chicago. RAndolph 6-3508. 


Box 5874, ADVERTISING AGE, 
200 E. Illinois St., Chicago 11, Ill. 


You're Wrong, Says 
Hooper in Reply to 
Criticism by Pulse 


_ New York, July 28—The inter- | ponk 
mittent Hooper-vs-Pulse argument | —_———- 
| flared up again this week, with C. | 


E. Hooper issuing a rebuttal to re-_ 
cent Pulse charges. 

In his latest statement Dr. Syd-| 
ney Roslow, director of Pulse, 
charged that the Hooper phone-_| 
calls-plus-formula “seriously un-_| 
derestimates true audience size 
and undersells radio” (AA, June 
29). 

At that time, Mr. Hooper de- 
clined to comment. Last week, 
however, he released a three-page 
statement quoting various sources 
on the subject of inflated ratings. 
His statement did not refer to Pulse 
by name, but he quoted from the 
Pulse presention. 


® This is what Mr. Hooper had 
to say in part: 

“We have dealt at length and in 
terms of basic research principles 
with the subject of ‘inflated’ rat- 
ings. The subject has been treated 
in two booklets published and dis- 
tributed by us under the author- 
ship of M. N. Chappell. 

“We do not choose at this time 
to be drawn by another rating 
service into any further discussion 
of the subject. However, there is 
one summary statement which 


National Nielsen Ranking of Radio Shows 


Week of June 21-27, 1953 
All tigures copyright by A. C. Nielsen Co. 


| Current Homes* 
Program (000) 

EVENING, ONCE-A-WEEK (AVERAGE FOR ALL PROGRAMS) (1,298) 
1 a SI, UNM CURIS CU sisi vs cs ccssevsvecsocncdvesoncessosvarsncneessie 3,178 
2 I. UN NINE I OU co an dasunssncecannsicosececntadussistaensonivcsnent 2,596 
3 NN NN soo ccassitgeesniohaczentascorvesnaseviacisantsesansnsnbdnniong 2,551 
4 Fibber McGee & Molly (Reynolds Metals, NBC) .0.............ccccceecceeeeeeee 2,506 
5 Best of Groucho (DeSoto-Plymouth, NBC) o..........0...c.cccccecccececesseeseseseenenes 2,462 
6 SO Fh Oia ca si.petictevanccensoctacdyateiensdiseutansinaseeed 2,417 
7 My Friend Irma (R. J. Reynolds, CBS) ....... 2,193 
8 ene NIN UIE SOU EMER, GO) onc niccocsssssneessiccssnonssesentieceonvasens 2,059 
9 Fam Far Vee Money (7. Larter, MIG) on.cccs.cseccscccsccnscccssnccsssccaseescsesses 2,059 
10 Log Cabin News (General Foods, NBC) .............::cccccccccseeseetecteeeteeeneees 1,925 
EVENING, MULTI-WEEKLY (AVERAGE FOR ALL PROGRAMS) (761) 
1 One Man's Family (Miles Laboratories, NBC) ..............:.:cccccccseeseeeseees 1,566 
2 News of the World (Miles Laboratories, NBC) .............:ccccccccceseeeeeessenees 1,432 
3 a scssacnintansccscssebaadsnsncciadubocseacedirananesidasonte 1,208 
WEEKDAY (AVERAGE FOR ALL PROGRAMS) (1,522) 
1 Romance of Helen Trent (Whitehall, CBS) .....0..0.0...0...0ccccccc cee eeeeeeeees 2,685 
2 Arthur Godfrey (Liggett & Myers, CBS) ............cccccccceceeeseeteeteeteeneeeeee 2,506 
3 CP a ee, Ces GOD) ictcsissescsesesiccssccsscsessansesnsicccssessencsneve 2,417 
4 Arthur Godfrey (Nabisco, CBS) ................crecrsscsrcssccrscserssessecesseseasssssors 2,372 
5 I I I as ssa vnkpinsss ga asusunenddaaNesecacbanedonenssunevaniseitesae 2,327 
6 Guiding Light (PEG, CBS) ...........cccscccsccccressrsssscerersesssssseresssessnrsscsees 2,327 
7 Wendy Warren & the News (General Foods, CBS) .............cccseeeees 2,327 
8 De I SS IUD seicitecdcssecersvecsticcesaccsccssscsesesesterssasvobes 2,283 
9 Aunt Jenny (Lever Bros., CBS) ..0.......cccscccescssscerssrsecseestsesensesessssetsssasenss 2,283 
10 I Bi I I a sssiiccensaccocscsssssiacsiesnessctecvesesgcciesevsoraderssensenprnsens 2,238 
DAY, SUNDAY (AVERAGE FOR ALL PROGRAMS) (582) 
1 Sunday Gatherin’ (General Foods, CBS) ..............0600 985 
2 World Music Festivals (Willys-Overland, CBS) 0.0.0.0... 985 
3 Hour of Decision (Billy Graham, ABC) ................000.. 895 
DAY, SATURDAY (AVERAGE FOR ALL PROGRAMS) (1,343) 
1 Stars Over Hollywood (Carnation, CBS) ..........cccccceseeseeterseeeneeeeees 2,685 
2 Theater of Today (Armstrong, CBS) ...........cccccccccscecsersesseesersesenensneesnannens 2,238 
3 ie Re Me TINUE MEME; desdissasscciteah cacrstovicecsasesccssitasiseivenssmiacisvesivecteroetoats 1,880 


may help to clarify this matter.... 

“In spite of any attempt which 
may be made by the ‘aided-recall’ 
interviewer to reconstruct for the 
respondent the circumstances sur- 
rounding previous listening or 
watching, the aided-recall inter- 
view remains an uncontrolled rec- 
ognition test. It is a well estab- 
lished fact that uncontrolled rec- 
ognition yields scores that greatly 
exceed actual experience (in this 
case the experience of previous 
listening or watching).” 


Goodman Magazines Take Ads 


Two Martin Goodman publica- 
tions, “Eye” and “Photo,” New 
York, will accept advertising for 
the first time in October issues. 
The magazines will be sold as a 
unit with a guarantee of 550,000 
and a page rate of $750. Only page 
units will be available. 


MERCHANDISER AVAILABLE 


Field experience in 100 U. S. mar- 
kets: addressing sales meetings, con- 
ferences; selling calls on retail stores; 
field surveys; training salesmen in 
field. 

Headquarters experience in 2 top 
firms: As Assistant to top Merchan- 
dising Executives — developing na- 
tional sales promotions; sales tools; 
merchandising ideas and displays. 


Finest references on experience, 
hard work, ideas. Seek merchandise 
or product management. 

Box 590, ADVERTISING AGE 
801 Second Ave., New York 17, N. Y. 


ADV. & MDSE. EXEC. 
WANTS TOP LEVEL POST 


Current Mdse. Exec. for i 4A 
agency ... former agency V. P. 
... former Adv. & Mdse. Mgr. for 
multimillion pkgd. goods adver- 
tiser . . . former adv. dir. for top 
retail company. Have 16 year 
background of pkgd. goods, soft 
goods and hard lines. Energetic, 
creative, clear thinker . . . driving 
but “blendable” personality. Un- 
der 40. Will relocate. Principals 
only write. 
Box 588, ADVERTISING AGE 

801 Second Ave., New York 17, N.Y. 


FREE LANCE WRITER 


with practical and proven experi- 
ence to help plan, direct and write 
How-To Manuals, Editorials, Press 
Releases, small Consumer House Or- 
gan, Catalogs and Direct Mail Liter- 
ature. This mail order firm is located 
within 50 miles of Chicago. It is 
not large enough to require the serv- 
ices of a full time merchandising 
expert but needs intelligent plan- 
ning and direction. Interested party 
must be located in Chicago area so 
that problems can be discussed. Give 
full details, experience, etc. 


Box 589, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Ill. 


advertisement. Write: 


A REAL OPPORTUNITY FOR A 
CREATIVE ADVERTISING MAN 


Large Pittsburgh concern has immediate opening for a man be- 
tween 25 and 40 as Assistant Advertising Manager. The man we are 
looking for should have several years’ industrial advertising experi- 
ence; must be able to write good copy and work closely with our 
management and agency. Starting salary far above average. Excel- 
lent opportunities for advancement. In replying state age, education, 
experience and present salary. Members of our staff 


Box 587, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Ill. 


ow of this 


* 


it's a real deal. 


* AllGenerals x x 
and No Army? 


If you are short on copywriters, salesmen, produc- 
tion men, etc., a quickie ad in Advertising Age's 
“Advertising Market Place” will bring you prompt 
applications from plenty of experienced personnel. 
At $1.00 a line for more than 24,000 circulation, 


ADVERTISING PERSONNEL 


Confidential service for 
employer and applicant 
DRAKE PERSONNEL 


Suite 1009 
7 W. Madison + Financial 6-2100 + Chicago 2, III. 


*The percentage of homes reached (‘Nielsen-Rating’’) may be determined by comparing 
the number of homes reached with 44,756,000, the 1953 Nielsen estimate of total U. S. 


radio homes. 


National Nielsen-Ratings of Top TV Shows 


Two Weeks Ending June 27, 1953 
All figures copyright by A. C. Nielsen Co. 


Program Popularity* Total Homes Reached 


Homes Homes 
Rank Program % Rank Program (000) 
1 Ford 50th Anniversary (CBS) .......... 54.5 | Love Lucy (Philip Morris, CBS) ..10,658 


Ford 50th Anniversary (CBS) ...... 10,068 


2 | Love Lucy (Philip Morris, CBS) 
Pabst Blue Ribbon Bouts (CBS) .... 9,787 


3 Pabst Blue Ribbon Bouts (CBS)......43.1 
4 Dragnet (Liggett & Myers, NBC) ....43.1 Dragnet (Liggett & Myers, NBC) 9,282 
5 Ford 50th Anniversary (NBC) Philco TV Playhouse (NBC) ........ 8,980 
6 Godfrey & Friends (Liggett & Godfrey & Friends (Liggett & 

Myers, CBS) ......c.ccssrscsrssscsccessnessees 40.5 Myers, CBS) ..ccccrcrcscssccscesssssosees 8,853 


> 
°o 
o 
ON AWAON— 


7 Gillette Cavalcade (NBC) ........... 40.5 Colgate Comedy Hour (NBC) .... 8,558 
8 Philco TV Playhouse (NBC) ............ 39.8. Robt. Montgomery Presents 
9 This is Your Life (Hazel | (S. C. Johnson, NBC) ............ 8,534 
Bishop, NBC) ........ccrcrccsrersssssereees 38.6) 9 Gillette Cavalcade (NBC) ............ 8,522 
10 Colgate Comedy Hour (NBC).......... 37.6 | 10 This is Your Life (Hazel 
\ BGG, MIG) ncessiesrsessccsssssceses.» 8,170 
*Percentage of homes reached in area where program was telecast. 
ARB Multi-City TV Ratings 
Week of June 26-July 2, 1953 
American Research Bureau 
Rank Program Rating Rank Program Viewers 
1 1 Love Lucy (Philip Morris, CBS) ....56.8 (000) 


1 Love Lucy (Philip Morris, CBS) 41,040 


2 Dragnet (Liggett & Myers, NBC) ..50.2 
Dragnet (Liggett & Myers, 


3. What's My Line (Jules Montenier, 


nN — 


BUSINESS PAPER 
ADVERTISING SALESMAN 


Experienced and aggressive 

30-35 years of age 

. fommeness peusen in established 
Chicago and Midwest territory 

e Leading publisher of ABC Publi- 
cations in field 


¢ Outstanding opportunity for self- 
improvement 
‘joe ~:~ mae remunerative opportu- 
nity 
¢ Salary, commission, bonuses, profit 
| sharing pension program 
¢ Write qualifications 
Write: Box 591, Advertising Age 
200 E. Illinois St., Chicago 11, Ill. 
Inquiries held in strictest confidence. 


I. ee ccseiastsbnsscsccvessetesorseqssnvesenesd 41.0 NEED, bctedscvetasssisnccscotavcdsnsnscecnss 31,530 
; | Foods, 3 Best of Groucho (DeSoto-Ply- 
4 “on Brooks (General Foods Po ee Ws 26,320 
RF atcrsiencsnssitsh scnaesiacveiebansnbeanepeneon’ ’ tte Se 
5 Godirey’s Tolent Scouts (Lever: fee “oe 
Lipton, CBS) ..........sscssseeeeeeerseres 39.4 5 Godfrey & Friends (Several spon- 
6 Best of Groucho (DeSoto-Ply- i ME Shlacesiarpiicipaisiaie 24,650 
mouths, MBC)  .ncsrcrcerscorscssssseseseee 39.2) 6 Godfrey’s Talent Scouts (Lever- 
7 Toast of the Town (Lincoln-Mer- SS eee iechion 22,250 
CUTY, CBS) nnrcccccrrrscerscerserssecsreees 37.9 7 This Is Your Life (Hazel Bishop, 
dfrey & Friends (Se | ne Na). seckcsendeiuconctrrtiorereesuveneseese 22,220 
’ arn?” ueeltamcatantesele 8 What's My Line (Jules Montenier, 
9 Jock GI Sevendl genset RI sitstiectiinsonsaistveipamnceionidi 22,070 
ay BS — ” Z 34.4 2 Our Miss Brooks (General Foods, 
Cc S) soenonneeeaceenen reeranaene cae . ec naa aabiennniaette 21,250 
10 My Little Margie (Philip Morris, 10 Jackie Gleason (Several spon- 

CBB) vvcccccsessesscescsscrccscccscccescoessssces 33.9 | EL. RES ae ie Sa 19,350 
Nine-Month ARB Multi-City TV Ratings 
October-June, 1952-53 
American Research Bureau 
Program Rating 
© Germ Carte Rie Micrel, GID erecrsncsnsiescntincicssenccuvinescccsvnconsevteveesosoneussoeonevenveroenoneness 69.5 
See BONE To... Bs GIy Ge cecsercivesisisvesnscssessssceccvsanescvovsnveseuseseiusssecsnonverseisoosesecen 56.8 
| You Bet Your Life (Chrysler Corp., De Soto, NBC) ...........0....cssscsccssssessrssssssssseeseres 51.3 
Godfrey & Friends (Several sponsors, CBS) .........cc:ccccccccceccseseeseneesenerennensenseensenensnes 51.0 
| Dragnet (Liggett & Myers, NBC) .......ccceccsssesesesssesssrsssesseessneesesenenenenenererscsenesees .. 48.7 
Colgate Comedy Hour (NBC) ......cccccscorcscssesssrssssssscerersssssencereresccsessssssncesecssessseseseooes . 45 
ne SE INNS: SE MMIIED  sonsctetonhtntinbivise peociininqnvdenisshoedbasnoiedsionbebcurenechshisssontyesbnonte 45.1 
What's My Line? (Jules Montenier, CBS) ...........cccccccccesesssseseseersesessnenesesesenerenenseneres 41.4 
Your Show of Shows (R. J. Reynolds: Bemus, NBC) o.oo... cc ccccsssesnesssssessesreneeneene 40.5 
Our Miss Brooks (General Foods, CBS) ...........:cccccee Vesdduihisilecasieg hash sebahaceatuniiiaeseed 39.7 
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New Beef Pot Pie 
by Trenton Needs 


No Refrigeration 


Kansas City, Mo., July 28—A 
crust-enclosed beef pot pie pack- 
aged in its own reusable pie pan— 
and requiring no refrigeration—is 
being marketed in the Midwest as. 
a quick-turnover item. 

Introduced in Kansas_ City 
chains and independent outlets 
only three weeks ago, the new 
product now has 90% coverage 
there, according to Trenton’ Foods | 
Inc., which produces and markets 
it. 

First advertising on the new ii] 
was a five-column by 12” ad in the 
Kansas City Star, and that is being | 
followed by a two-column by 7”) 
insertion on the theme “Hard-to- | 
please husband? Why not tempt’ 
him with Dinner Time Beef Pot) 
Pie.” R. J. Potts-Calkins & Holden, | 
Kansas City agency, will follow | 
with similar advertising in other. 
markets as the pie is introduced. | 


# The best feature of the pie to. 
store managers is that it requires | 
no refrigerated display facilities | 


| 
| 
NO REFRIGERATION—"No work, no mess, no refrigeration,” says this supermarket | 


mass display of Dinner Time Beef Pot Pie. The manufacturer, Trenton Foods Inc., 
Kansas City, is also stressing reusability of its pie pan container. 


and can be set up in standard store Bj]] to Ban Outdoor in Yonkers Killed 


areas. For the home maker, Tren- 
ton is stressing flavor, convenience 
(“No waiting to thaw’) and the 
fact that the pie pan container can 
be used over and over as a kitchen | 
utensil. 


Trenton’s package is actually a) 
one-piece drawn metal can, the top | 
of which is removed with a can) 
opener before the pie is slipped in| 
the oven. The covering label is a} 
six-color lithograph of the baked 
pie, including a cutaway of the 
beef-and-vegetable filling. One pie | 
serves three “nicely,” says Tren-| 
ton. 

Besides the ad schedule, promo- 
tion on the pie includes a publicity 
program, mats, and point of sale 
displays. 


Nicosia Has Bols Products 


In the July 20 issue of AA, it was 
stated erroneously that Van 
Munching & Co., New York liquor 
and beer importer, was the distri- 
butor of Bols liqueurs and gins, 
and that Hirshon-Garfield, New 
York, had the advertising. Van 
Munching & Co. has not been the 
distributor for more than a year, 
and the advertising of all Bols pro-| 
ducts in the U.S. is handled by 
William Nicosia Advertising Agen- 
cy, New York. 


/prohibited all outdoor advertising ning commission held hearings at 


_vertising Co., and George S. Mc- outdoor advertising were killed by 
| Millan, v.p. of Bristol-Myers Co., 


Yonkers, N. Y., July 28—After, tising companies out of business. 
three years of hearings and a hec- The proposal originated three 
tic session on zoning that lasted years ago. McHugh & McCrosky, | 
until 1 o’clock in the morning, the planning consultant, was retained | 


‘common council here last week! in 1950 by the city to draft a plan 


killed two sections of a local ordi-| for re-zoning the city. Following | 
nance which would have virtually presentation of the plan, the plan- | 


in this city of 160,000 population. irregular intervals on different 
This action followed vigorous parts of the plan involving basic 

denunciation of the _ proposed changes. 

measures by Paul L. Bleakley, at-| As a result, it recommended to 

torney for Yonkers Outdoor Ad- the council several amendments to 

vertising Co.; William E. Beehan, existing ordinances. 

counsel for General Outdoor Ad-| The amendments on restricting 


a vote of 12 to 0. 


speaking as a local citizen. 
Larson Heads KDYL, KDYL-TV, 

ws The city planning commission Makes Operational Changes 

proposed to eliminate all outdoor) G, Bennett Larson has been 


‘Masonite Boosts Williams 


| Frank Yahner, 


posters within the city limits ex- named president of KDYL and) 
cept in the industrial and whole-| KDYL-TV, Salt Lake City, by) 
sale districts, within a period of Time and Life. Mr. Larson has in- | 


‘not more than five years. Even in stituted several changes in opera-| 


tions. Principally, the television | 


, operation now signs on at noon) 
door displays were to be allowed, five days a week, 4:40 p.m. on} 


advertisers would have been re- Saturday and 3 p.m. Sunday, in-| 
quired to file special petitions for stead of at 9:30 a.m. all seven days | 
every sign. as previously. Also, radio opera-| 

Opponents of those sections of tions have been brought back to 
the ordinance contended that they town from the transmitter. 


ic h door adver- Radio-TV operations have been 
would legisiate the outdoa r consolidated with the appointment 


the off-traffic areas, where out- 


REPRODUCTIONS 


FROM 


KRODACHROME 


LIKE LIFE 
ITSELF * 


A UYVUVEMS; Inc. 

Beautiful Color Work « Outstanding Black & White 
600 W. Van Buren Street, Chicago 7 

Telephone STate 2-5367 


of Douglas R. Clawson as radio! 
and television sales director. Alvin | 
G. Pack has been named radio pro- | 
gram director. Mr. Pack formerly | 
| operated his own advertising agen- | 
\cy. Because of decreased broad-| 
‘casting time, 13. staff members | 
| have been dropped. 
| 


Heads Oft-the-Street Club 


Lloyd R. Maxwell, executive) 
v.p., Roche, Williams & Cleary,| 
Chicago, has been reelected presi-| 
dent of the Off-the-Street Club, | 
operated by the Chicago Federated 
Advertising Club for the benefit of | 
underprivileged boys and _ girls.) 
Other officers elected are Wesley | 
I. Nunn, Standard Oil Co. (Ind.), 
Ist v.p.; Walter C. Kurz, Chicago 
Tribune, 2nd v.p.; M. Glenn Miller, 
head of the agency which bears his 
name, secretary; Hugh M. Driscoll, | 
Boulevard National Bank, treas-| 
urer, and Eleanor Williams, assis- 
|tant treasurer. 


“Mitchell Grows in Year 


Harold M. Mitchell Inc., New 
| York, which opened its doors in 
| June, 1952, with two accounts bill- 
ing $260,000, has reported ending 
|its first year with six accounts and 
total billings of $360,000. Current 
billing, according to Mr. Mitchell, 
‘is at the rate of approximately 
$750,000. 


difficult medium. 
Practically limitless 
alterations of subject 
matter are possible 
without touching 

the transparency. 


Newton to Kling Studios 


Bill Newton, formerly associated 
with Filmack Studios, Chicago, has 
‘joined Kling Studios, Chicago, as 
an account executive in the motion 
|picture-television division. 


67 


Fawcett Appoints Kingdon Soutter to General Foods 


John G. Kingdon, formerly asso- Peter M. Soutter, formerly with 
ciate editor of Mechanix Illustra- | Foote, Cone & Belding, has joined 
ted, has been named editor of |General Foods Corp., New York, as 
Sports Car & Hot Rods, new bi-| product manager for Certo and 
monthly magazine published by Sure-Jell in the company’s asso- 


Fawcett Publications, New York. | ciated products division. 


| 

' Hughes Heads POPAI Group 

| George P. Hughes, v.p. of Kin- 
|dred, McLean & Co., has been 
/named chairman of the trade re- 
lations committee of Point-of-Pur- 
chase Advertising Institute. 


Bradley P. Williams, sales pro- 
motion manager for the past three 
years, has been promoted to gen- 
eral merchandise manager of) 
Masonite Corp., Chicago. 


| | 
Yahner Goes to Biow | 
formerly with) The Leader in 


Rapid Production and 
Effective Distribution of 
Radio Releases and 
News Mats 


Young & Rubicam, has joined Biow | 


_Co., New York, as supervisor on) 
|Procter & Gamble’s Joy. 


Indianapolis Agency Joins 4A’s 


| Caldwell, Larkin & Co., Indiana- 
polis, has been elected to member- 
ship in the American Assn. of Ad- 
vertising Agencies. 


ger nt * DETROIT 
Sas 


* SAN FRANCISCO 


Hilton & Riggio Bows on Coast 


Hilton & Riggio, New York, on) 
Aug. 1 opened an office in the. 
Taft Bldg., Hollywood, Cal. 


more families 
in washington 
listen to WRC 

than to any le 
other radio ' 
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Filter Tips Don't Filter Much, 
AMA Cigaret Research Discloses 


Cuicaco, July 28—Unless there 
have been radical manufacturing 
changes during this year, the 
health-minded users of filter-tip 
cigarets are still inhaling about as 
much tars and nicotine as their 
“regular” fellow-smokers. 

That is the conclusion to be 
reached from a test conducted by 
the American Medical Assn.’s 
chemical laboratory, and published 
in the July 11 issue of the asso- 
ciation’s Journal. 

Three brands of filter-tip ciga- 
rets were used in the test, plus a 
“regular” cigaret for purposes of 
comparison. Two tests were made 
on each brand, one in the spring 
of 1952 and one later in the year. | 

Presumably the second test was | 
aimed at checking improvements 
the three firms had made in their 
filters. 


off to provide the periodic “puff.” 
Five cigarets were smoked for 
each single determination of the 
removal of tars and nicotine. 


s None of the brands tested was 
identified, except as A-1 (tested 
in May, 1952), A-2 (same brand, 
tested in December), B-1 (April, 
52), B-2 (October), C-1 (May), 
C-2 (August) and D (the “regu- 
lar” smoke, tested in February, 
1953). However, for the curious 
there were two tip-offs: First, the 
brands used were described as the 
“three largest selling filter-tip 


cigarets”; second, the kind of fil- 


ter used was identified. 
Thus, it was revealed that Brand 


A shifted from a paper to a fiber | 


between May and December, that 
Brand B used “asbestos laminated 
with paper” both times tested, but 


The testing mechanism was an. had loosened its filter in the mean- 


automatic smoking machine 


in|time, and that Brand C used a 


which flowing water provided the | cotton filter in both test cases. 


suction on the cigarets. Motor- 


driven valves governed by a tim-|® The three largest selling filter 
ing device turned the flow on and Cigarets in 1952 were Viceroy, Par- 
|\liament and Kent. Viceroy has a 
fiber filter and Parliament uses a 
‘cotton one. 

| As for Kent, its mineral-type 
“micronite” filter material, first 
introduced as the stuff used for 
filtering in atomic energy plants 
(AA, March 31, ’52), is laminated 
with paper, looks and behaves like 
jasbestos. Also, within the test 


JUST ASK FOR MARIE: 


mimeogr, or 
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E LETTER S 


always in line. HOP, 
Inc., 431 S. Dearborn St., Chicago 5 


(Now in our 23rd successful vear.) 


KISS 


Lazy Wholesale-Retail Marketing 


GOOD-BYE 


Here’s the Sensible Solution 


You hear a lot these days about 
the “Marketing Revolution” and 
the swing to automatic selling. 
Like thousands of other business- 
men, you may be worried about 
the future of your business in 
these days of jungle warfare for 
the consumer's dollar, and won- 
der how you can cut through this 
era of “lazy selling’? and hammer 
out your niche in the market 
place and get your share without 
sinking a fortune into national 
advertising. 

In all the tumult and shouting 
many manufacturers have made 
their own “Marketing Revolu- 
tion” by turning to Direct Selling. 
They have quietly by-passed 
sluggish wholesalers and dis- 
interested retailers, and recruited 
armies of ambitious, aggressive, 
on-the-job independent salesmen 
and saleswomen who demon- 
strate and sell their products and 
services right before the eyes of 
customers. Many have rolled up 


Get the full 


women... 
direct! ... 


at low cost, write 


to the Distribution Nightmare 
Plaguing Manufacturers Today 


Opportunty Magazine is the pioneer publication serving 
more than 300,000 active independent salesmen and sales- 
ready to sell your product and your service 
at their own expense! For free copy, and proof- 
booklet that shows how to build nationwide sales volume 


Address Dept. A-164. 


im OPPORTUNITY 


28 E. Jackson Bivd., Chicago 4, Illinois 


annual sales in the millions, 
achieved nation-wide distribu- 
tion overnight, made boom-time 
profits... all without spending 
huge sums to capture illusive 
consumer good will, without 
courting wholesalers and re- 
tailers, without fighting franti- 
cally for counter and floor space. 

Take a look at Direct Selling! 
If yours is an old business losing 
its grip on the market and won- 
dering what to do next... if 
yours is a small business which 
cannot hope to compete success- 
fully with the giants... if yours 
is a new product or service 
backed by big ambitions but 
small capital . . . take a look at 
Direct Selling! 

You may be amazed and de- 
lighted to discover that Direct 
Selling is the short cut you're 
looking for to quick, pin-point, 
48-state distribution at low 
cost... with assured profitable 
volume in the first years, 


story today —no obligation 


for full details today on your letterhead. 
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Nicotine 
Brand A-1 ....... 9 
Brand A-2 ....... 14 
Brand B-1 ....... 60 
Brand B-2 ....... 41 
Brand C-1 ....... 14 
Brand C-2 ....... 27 
Brena BD .......:. — 


normal smoking. 


Effectiveness of Cigaret Filters 
(Tested by the American Medical Assn.) 


Tar and Nicotine 
Reduction Effected by 
the Filters (%)* 


*Found by smoking with filter removed and with filter attached. 
‘Placed in this column for comparison with full-length cigarets. 
tMainstream smoke corresponds to that which reaches mouth in 


Nicotine in Tobacco 
Actually Smoked which 
is in Mainstream 
Smoke (%)t 


With Fil- With 
ter Tip Filter 

Tars Removed Tip 

5 24 21 
17 22 19 
55 21 8 
44 22 13 
16 23 20 
23 25 ‘ 18 
a — 21' 


|period Kent did loosen its filter to | 
improve the drawing qualities of | 
the cigaret. 

In summarizing its findings, the 
AMA decided that the effective- 
ness of the filters used in Brands 
A and C was “not significant.” | 
For example, the since-discarded 
paper filter used in Brand A-1 


only 9% (see chart). 


tip with an equal length of tobac- 


non-filter king-size cigarets). 


# In the case of Brand C, the 
AMA test found more nicotine get- 
ting through than was obtained 
from the “regular” Brand D—be- 
cause the filter-tip brand was 
using a stronger tobacco. 

When the nicotine removed by 
the filters was compared with that 
removed in the natural course of 
smoking, the effect of filtering ap- 
peared still less significant, the 
AMA found. 

Even with the filter tips re- 
moved, all but 21-25% of the nic- 
otine charge was gotten rid of be- 
fore the smoke left the cigaret. 
These, it was pointed out, were 
foreshortened cigarets. Full-length, 
they would remove about 2% 
more nicotine. 


# Smoked with the filter tips at- 
tached, Brands A and C were still 
delivering 18-21% of the original 
nicotine. Comparing this with the 
21% which got through the full- 
length, all-tobacco Brand D, the 
researchers concluded that filters 
had very little to do with nicotine 
removal. 

An exception was Brand B-1, 
which cut down the nicotine 
passed from 21% to 8% of the 
total burned. The AMA was not 
much impressed, however. It noted 
that in the later modification, 
Brand B-2, the filter had been 
loosened, and the amount of nico- 
|tine passed had increased to 13%. 

“In all cases the fraction of nico- 
tine removed by the filter from the 


|small,” the AMA researchers con- 
cluded. 


Hanft Joins Woolsey Paint 


| .W. B. Hanft, formerly director 
‘of advertising and merchandising 
‘of Sapolin Paints Inc., New York, 
‘has been appointed to the new 
|post of advertising and sales pro- 
|/motion manager of C. A. Woolsey 
Paint & Color Co., New York mak- 
-er of marine paints. 


Bennett to Olin Industries 


R. V. Bennett has been ap- 
pointed sales manager of the elec- 
trical division of Olin Industries 
Inc., New Haven. The division 
makes a varied line of flashlights 
and dry cell batteries. 


Carl Opens Sales Office 


Fred D. Carl, formerly v.p. of 
the Son de Regger Advertising 
Agency, Des Moines, Ia., has 
opened a sales promotion office 
‘in Des Moines. 


reduced the nicotine inhaled by_ 


By simply replacing the filter | 


co, the AMA chemists managed to. 
cut the nicotine by 8% (a finding | 
which might be taken as a plug for | 


Admen Put Printers 


‘on Spot, Carrier's 


Ray Tells Craftsmen 


SYRACUSE, July 
bility of the printer in transferring 
the advertising man’s brainchild 
to paper has increased tremen- 
dously in recent years, Paul K. 
Ray, advertising and sales promo- 
tion manager of Carrier Corp., 
told the annual meeting of the 
Syracuse Club of Printing House 
Craftsmen. 

This is because of changes in 
buying habits and the emergence 
of thousands of “creative” men in 
the advertising field who have no 
knowledge whatsoever of 
printing crafts, said Mr. Ray. 

“In this method of buying, yours 
is the sole responsibility,” Mr. Ray 
told the printers. “No more can 
the printer blame the engraver, or 


28—Responsi- | 


the | 
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| ALL-PURPOSE—Rad Products, New York 
will introduce this dry bleach “for every 
purpose” in the New York market about 
| mid-August with newspaper, magazine, ra- 
dio, TV and car card support. The product 
will be available on a market-by-market 
| basis several months later. Paul Smallen 
Advertising, New York, is the agency. 


| represent the shop man when he’s 
;contacting the trade. But he also 
| represents the paper house and the 
ink house.” 

| Mr. Ray concluded: “The cus- 
tomer thinks in terms of single re- 
sponsibility as he buys—the sales- 
/man’s responsibility. But you men 
| must think of it as group responsi- 
bility because Mr. Salesman makes 
good only as far as you shop men 
and your suppliers permit him to 
make good to the customer.” 


| 

Chunky Chocolate Buys TV 
Chunky Chocolate Corp., New 

York, will sponsor the Abbott & 

|Costello 30-minute film program 

|in six to eight eastern TV markets 


the lithography man blame the’ starting Oct. 3. The show will be 
guy that made the color separa-|televised on Saturdays between 6 
tions. No more can you all blame|and 7 p.m., local time. Abbott & 
the paper man. The customer has/| Costello will handle the commer- 
made it a single responsibility, | Cals. Peck Advertising Agency, 
not divided. Your salesman, your New York, handles the account. 


service man, he’s the guy in the Littman Joins Jones & Brown 
eyes of the buyer. 


Earl Littman, formerly an ac- 
? count executive of George N. Kahn 
@ Mr. Ray said the salesman is re- | Co., New York, has been appointed 
sponsible for price, quality and/advertising director of Jones & 
schedule. The creative type of ad| Brown Inc., Pittsburgh distributor 


manager who doesn’t know pro- | of Inselbric products. 


smoked portion of the cigarette is| 


duction looks to the printer’s sales- 
man for guidance, he added. 
“The salesman must keep the 
buyer from all production pitfalls 
and from expensive production er- 
rors,” he said. “He must properly 


Brandt Joins Hewitt, Ogilvy 

| Frank Brandt, formerly of Bat- 
| ten, Barton, Durstine & Osborn, 
|has been appointed television art 
director of Hewitt, Ogilvy, Benson 
|& Mather, New York. 
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THE MEN 


WHO PRINT America’s leading magazines think, 


by necessity, in hairlines of quality. They know 


and appreciate the 


difference between plates 


that are “good enough” and those that are 


superlatively fine. 


They also know, and fre- 


quently tell us, thatengravings from CM & H 


invariably print well in the magazine. 


MILLER & HUTCHINGS, INC. | 
207 NORTH MICHIGAN AVENUE, CHICAGC 1 __ 
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Reece Attacks 


Ad Council and 
Ford Foundation 


(Continued from Page 1) 


socialist-party platform. Adoption 
of this platform would guarantee 
the success of any socialist legis- 
lation in America. The Miracle of 
America, containing this platform, 
has been circulated by hundreds 
of thousands by the Advertising 
Council as a part of its campaign 
of public information. Is this an 
educational program or is it prop- 


be a rewrite of the British labor-}: 


. 


-t4A KEN 


« 


can National Committee—set up a 
special five-man committee with 


a $75,000 budget “to determine ® His statement is permanently | 


whether foundations and organiza- 
tions are using their resources for 


purposes other than that for which. 
they were established, and espe-. 


cially to determine which such 


aganda in favor of socialism?” 


‘recorded on Page 10,197 of the 
Congressional Record, where it is 
available for reference of future 
investigators and for quotation un- 
|der congressional immunity. 


foundations and organizations are, _ The attack on the Fund for the 
using their resources for un-,| Republic was resisted by other 


American and subversive activi- House members, who pointed out |’ 


ties, for political purposes, propa- | that the $15,000,000 civil liberties 
ganda or attempts to influence investigation is to be headed by 
legislation.” Sen. Clifford P. Case (R., N. J.), 
A committee under the late Rep. | who is resigning from Congress to 
E. E. Cox (D., Ga.) had given accept the assignment. Rep. James 
foundations a clean bill of health (G. Fulton (R., Pa.) commented, 
after a similar investigation last “I don’t believe any man on this 
year, but Rep. Reece, a member | floor would undertake to criticize 
of the Cox group, had dissented. | Clifford Case.” 
Noting the contributions of Paul 
® T. S. Repplier, president of the | Hoffman and the Ford family “to 
Advertising Council, expressed | 0ur industrial success,” Rep. Ful- 


amazement at the attack on the ton continued, “When we get large | 
council. He said the members of |Charges of so-called ‘treasonable | 


GOLDEN LOOK—House Beautiful and The 

New Yorker will carry this full color ad for 

the Yarn division of Dobeckmun Co., Cleve- 

land, this fall. The campaign, through An- 

derson & Cairns, will promote Dobeckmun’s 
Lurex metallic yarn. 


secure a favorable vote by three- 
fourths of the public policy com- 
mittee. 

“This committee was deliberate- 
ly chosen to represent all phases 
of American life, including the 
major religions, business manage- 


Station Policy 
Helps Agencies 
Collect Bills 


WASHINGTON, July 28—In an ef- 
|fort to give more stability to agen- 
_cy-client relationships in this area, 
‘a Washington radio station has 
/announced that it will not sell time | 
to advertisers who are delinquent | 
in their payments to agencies. 
The new credit policy was, 
adopted by WGMS Inc., an inde- | 


PAUL WRABLICA JR. has been named v.p. 
in charge of new product design and me- 
dia production for William-Lawrence, New 


== | York advertising and public relations agen- 
pendent known as “the good music | cy, at the same time Mr. Wrablica will 


station.” It was outlined in a continue to operate his own industrial de- 
round-robin letter circulated to| sign business. 

recognized advertising agencies 
under the signature of M. Robert! will not accept any contract for 
Rogers, WGMS president. ‘that advertiser either direct or 


the council’s public policy com- 
mittee “are Americans of unques- 


tionable loyalty,” and he pointed | Unless we have particulars and | 


out that “Miracle of America” has 


been praised editorially “by such | 


non-socialist publications as Bank- 
ing, published by American Bank- 
ers Assn., Business Week, the 
Houston Chronicle, 
Tribune and others. 


“It would seem that after 11. 


years of free service to the country 
in war and peace, the Advertis- 
ing Council might be spared these 
accusations, which could only arise 
from inaccurate information,” Mr. 
Repplier said. 


= Most of Rep. Reece’s presenta- 
tion in behalf of his proposed com- 
mittee was directed at the Ford 
Foundation, and especially at its 
$15,000,000 grant to the Fund for 
the Republic, to investigate the 
status of civil liberties in America. 

Describing this fund as a $15,- 
000,000 appropriation “to investi- 
gate the investigating powers of 
Congress,” he said Ford money 
might better be used “to help fer- 
ret out and expose the subversion 
in our schools and our universi- 
ties,” or “the Ford Foundation 
might have done something about 
Ford plants in the Detroit areas 
which the gentleman from Cal- 
ifornia (Rep. D. L. Jackson, R.) 
described as a seething mass of 
Communist conspiracy and _ in- 
trigue, where thousands of unsus- 
pecting and loyal American work- 
ers were being duped and held in 
a tight grip by the Communist 
leadership of Local 600 of the 
United Automobile Workers of 
America.” 


® Among the allegedly pro-Com- 
munist activities by the Ford 
Foundation, he listed: 

“Grant to promote socialism. Ac- 
cording to the Ford Foundation 
annual report for 1951, the foun- 
dation has granted $50,000 to the 
Advertising Council Inc., for a 
‘Restatement of the Principles of 
American Society.’ The council’s 
public policy committee includes, 
in addition to Paul Hoffman, for- 
mer president of the Ford Founda- 
tion, and Chester C. Davis, its as- 
sociate director, several persons 
who have Communist-front affili- 
ations. ‘The Miracle of America,’ 
a publication of the Advertising 
Council Inc., states that the public 
policy committee of the Advertis- 
ing Council approves and endorses 
the economic education program of 
the council. 

“This program is described in 
The Miracle of America under the 
title ‘Platform for All Americans.’ 
This platform starts out like a 
firecracker Fourth of July patri- 
otic speech and then turns out to 


‘conspiracy’ and ‘diabolical con-| ment, labor, medicine, education, 


the Chicago | 


| spiracy,’ I think we should not act 


specifications.” 

| In the showdown, 140 Republi- 
/eans and 69 Democrats supported 
|Rep. Reece. Opponents mustered 
49 Republicans, 113 Democrats and 
one Independent. 


REPPLIER ISSUES 
STATEMENT TO AA 


® The text of Mr. Repplier’s state- 
/ment to ADVERTISING AGE follows: 

“As I understand it, among the 
|}many actions of the Ford Founda- 
|tion of which Rep. Reece disap- 
proves is a grant of $50,000 made 
by the foundation to the Adver- 
tising Council. The grant was 
|made to help finance a series of 


‘round table discussions sponsored | 
by the council. Mr. Reece has ap- | 


parently called this 
/promote socialism.’ It 
| the reverse. 

“As advertising men, we were 
/concerned about the apparent fail- 
‘ure of the American propaganda 
effort to get across. It seemed to 
us that our country was in grave 
danger of losing the propaganda 
war. 

“As we analyzed it, one reason 
for this was that Americans could 
not be sufficiently specific as to 
| what is meant by such generalities 
‘as ‘American’ capitalism,’ ‘the 
American way of life,’ etc. 


‘a grant to 
is exactly 


s “The council, therefore, felt that 
if a group of experts could better 
‘describe present-day America, a 
much clearer picture of the United 
States could be projected overseas. 
Seven round table discussions 
were held with Dr. Henry Wriston, 
president of Brown University, 
serving as moderator. 


“Some forty distinguished Amer- | 
icans participated in the discus- | 
sions, which will form the basis | 


for a forthcoming book about 
America, as well as articles, radio 
programs, etc. It is hoped this will 
prove to be an important contribu- 
tion to a better understanding of 
the U.S. around the world. 

“Rep. Reece mentions the coun- 
cil’s public policy committee and 
states that several members of 
this committee have Communist- 
front affiliations. So far as we 
know all members of this commit- 
tee are Americans of unquestion- 
able loyalty. 


s “The committee was set up as 
one of the ‘checks and balances’ 
of the Advertising Council. All 
new programs are passed upon by 
the council’s board; but as an ad- 
ditional check, they must also 


social service, and so forth. 

“In regard to the council’s book- 
‘let, ‘The Miracle of America,’ it 
|is dismaying to read that the con- 
|gressman regards this as a ‘re- 
| write of the British labor-socialist- 
party platform.’ 

“The booklet has been praised 
editorially by such non-socialist 
publications as Banking, published 
by the American Bankers Assn., 
Business Week, the Houston 
Chronicle, the Chicago Tribune, 
‘and others. It was reprinted in its 
entirety in Our Sunday Visitor, a 
Catholic publication. 


es “The army reprinted 55,000 
copies for installations in the 
U. S. and abroad. The U. S. Cham- 
ber of Commerce distributed the 
‘booklet to all member chambers 
and urged its local use. 

“About 140 leading American 
companies have purchased the 
booklet in bulk for distribution to 
their employes, including General 
Motors, General Electric, General 
Mills, Republic Steel, Standard 
Oil of California, Union Carbide 
& Carbon, Western Electric and 
many other prominent American 
corporations which are scarcely 
prone to promote socialism. 

“It would seem that after eleven 
years of free service to the country 
in war and peace, the Advertising 
Council might be spared these 
_accusations, which could only arise 
from inaccurate information.” 


Nabisco Buys Mexican 


‘La Famosa’ Baking Firm 

National Biscuit Co., New York, 
has acquired control of Fabricas 
Modernas S.A. of Mexico, man- 
ufacturer of biscuits and crackers 
under the La Famosa label. The 
Mexican company has a cracker 
bakery in Mexico City and also 
,manufactures an extensive line of 
macaroni and spaghetti products. 

National Biscuit plans to in- 
crease production and _ intensify 
sales efforts by adding many of its 
own leading varieties to the La 
Famosa line. Acquisition of the 
Mexican company further expands 
Nabisco’s foreign operations which 
include subsidiaries in Canada, 
England and Venezuela. 


Names Sharp Advertising 


Soakup Corp., Grand Rapids, 
Mich., has appointed Ralph Sharp 
Advertising, Detroit, to market 
and promote its new _ product 
Soak-Up. The product is an inert, 
exploded volcanic lava used in 
disposing of waste greases left in 
cooking utensils. Soak-Up will 
make its debut in September 
through supermarkets in several 
midwestern test cities prior to na- 
tional distribution. Newspapers, 
radio, television and store displays 
will be used. 


cy, radio, client relationships here 
had been a topic of widespread 
discussion since the bankruptcy a 
few weeks ago of the Phillips ra- 
dio-TV and appliance chain. 

When the chain failed, 14 sta- 
tions looked to Cohen & Miller, 
agency on the account, for nearly 
$50,000 of overdue bills. 


® Broadcasters who were inter- 
viewed by AA said intensive com- 
petition leads them to sell time 
and pay commissions even though 
they may be conscious of unusual 
risk. I. T. Cohen, president of Co- 
hen & Miller, pointed out that 
agencies are reluctant to refuse 
business because they know there 
are others ready to take the ac- 


agencies keep their accounts cur- 
rent. 

The WGMS announcement was 
a step in this direction. 

In announcing the new WGMS 
policy, Mr. Rogers said, “Several 
of my friends in advertising agen- 
cies have pointed out to me a cer- 
tain abuse of sound business prac- 
tices which apparently creeps into 
the relationship between broad- 
cast media and agencies from 
time to time. 

“Paraphrased with no resem- 
blance to characters or companies, 
living or dead. the circumstances 
are something like this: 


s “The Borax Furniture’ Co., 
through its advertising agency, 
Sterling & Silver, places a heavy 
schedule on station WUGH. After 
three months, Sterling & Silver, 
which had advanced payment to 
the station, duns Borax for the 
overdue account. 

“Whereupon Borax calmly fires 
Sterling & Silver and retains Zilch 
& Co. to handle the account. Zilch 
places the identical schedule on 
WUGH, so Borax stays on the air, 
WUGH has a new agency to hold 
for payment, while Sterling & Sil- 
ver has to scratch to collect the 
money that Borax owes them. 

“Not very business-like, is it? 
But my agency friends, who 
should know, have been able to 
cite chapter and verse to prove 
that sometimes things like this go 
on. 

“Well they haven’t, and won't, 
on the good music station. 

“In this connection, be sure to 
read paragraph four of the at- 
tached statement of credit policy. 
I think it will make good sense 
to you.” 


} 


@ The statement says direct ac- 


count. He said stations should help | 


The cat-and-dog state of agen- through another agency until the 
properly enforceable claim of the 


first agency is satisfied, or the first 
agency otherwise has no objection 
to the acceptance of such con- 
tract.” 

The announcement of the new 
credit policy drew praise from Mr. 
Cohen, who pointed out that it 
was in line with proposals which 
he had circulated among agencies 
and stations during the past few 
weeks. 


# In a letter to all area stations 
he wrote, “We'd like to be the first 
to congratulate WGMS. 

“If nothing else in a construc- 
tive way comes out of a certain 
agency’s predicament, paragraph 
four should go down in broadcast- 
ing history as a step in the right 
direction. 

“We bear no malice to the only 
broadcaster that ever took legal 
action against us. Our policy is 
live and let live. And our hats are 
off to the broadcaster that is not 
afraid to set a precedent. It’s a 
good one.” 

(WGMS is suing Cohen & Miller 
for $1,300 for time used by Phil- 
lips.) 


# Meanwhile, the physical assets 
of the Phillips chain were pur- 
chased this week by a rival Wash- 
ington appliance chain, and three 
of the four stores have reopened 
under the new ownership. George 
Wasserman, owner of George’s 
Radio & Appliance Stores, paid 
$290,000 for the Phillips assets. 

At the present time, according 
to the referee in bankruptcy, about 
$370,000 has been accumulated to- 
ward $765,000 of Phillips’ claims. 
An additional $200,000 in accounts 
receivable are also in the hands of 
the referee. 

Broadcasters who sold time for 
Phillips have been invited to meet 
with Cohen & Miller Tuesday 
(Aug. 4). 


BBDO Appoints Foreman, 
Gives Newton New Duties 


Robert L. Foreman, v.p., has 
been named chairman of the TV- 
radio plans board of Batten, Bar- 
ton. Durstine & Osborn, New 
York. He retains his responsibili- 
ties as head of the television de- 
partment. 

Carroll P. Newton, the v.p. 
|'whom he replaces as chairman of 
‘the radio-TV plans board, has been 
|acting as a special assistant to Ben 
|Duffy, president of the agency, 
\for some time. Mr. Newton, who 
'remains as a member of the board, 
,also is TV account supervisor for 
|U. S. Steel and General Electric. 


counts will be billed on the 10th; 


accredited agencies will be billed 
on the first, payable on the 20th. 
In accordance with standard pro- 
visions of the NARTB-AAAA 
broadcast contract, agencies are 
held responsible for time pur- 
chased in behalf of advertisers. 
Paragraph four continues, 
“Where an advertiser is delinquent 


in paying any recognized advertis- 


ing agency for authorized broad- 
cast time, whether or not said 
time was on WGMS, then WGMS 


| Freeman to Kerker-Peterson 

Douglas A. Freeman, formerly 
‘advertising production assistant 
for Gamble-Skogmo Inc., Minne- 
apolis, has been appointed sales 
representative of Kerker-Peterson 
_& Associates, Minneapolis. 


Promotes Norman Beardsley 
Norman T. Beardsley, for the 
past year general sales manager 
of Gummed Products Co., Troy, O., 
ae been elected v.p. in charge of 
sales. 
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Latin American Companies Get 85% 
of Products from U.S. Manufacturers 


Cuicaco, July 28—No less than chases buy mostly automotive parts 


85% of the goods used by business and accessories 


(28.1%), metal 


firms in Latin America are made working tools (27.2%), electrical 


in the U.S. 


equipment (19%), and construc- 


This, at least, is the conclusion tion material (18.4%). 


drawn by the Spanish language) 


This survey, along with similar 


edition of Popular Mechanics after ones made by the magazine in 1947 


a survey of its Latin American and 1949, 


shows preference for 


subscribers. Findings are based on American products carries through 
tabulation of about 5,000 replies | into most personal items, such as 


to a mail survey begun last year. 


razor blades, fountain pens and 


Of 2,062 replies by Mecanica wrist watches. Household appli- 
Popular readers who said they ances used by persons responding 
have authority to purchase goods to the surveys also are predomi- 


for their business firms, 85% 


‘nantly of U. S. manufacture, with 


stated that the material they have General Electric the leader. 


bought was manufactured in the | 


U. S. Another 35.2% listed Latin 
America and 25.1% said 
goods were made in Europe. 


s Mecanica Popular readers with 
authority to make business pur- 


PENNANT ond 
FOOTBALL 
BALLOONS 


WALKING 
Bicsoarns / 


—timely giveaways, 
premiums and wonder- 
ful advertising for you. 


Write today for prices 
and details. 


The OAK RUBBER Co 
 Ravenna.Onio. 


\firms were heavy industrial and 


their consumer competitors. 


® This is how the latest survey | 


was conducted by Mecanica Popu- 
| lar: 


Eight pages containing 43 ques-_ 


tions were included in the Novem- 
ber, 1952, issue. Slightly less than 


swers only and was to be torn out 
and returned. 

The offer of a 168-page English- 
Spanish dictionary of technical 


the questionnaire. 

Samples of returns were selec- 
| ted for tabulation in ratios corres- 
| ponding to Mecanica Popular cir- 
culation in each of the 20 Latin 


Before World War II, European. 


half of each page (to meet U. S.. 
postal regulations) contained an- | 


terms provided incentive for read- | 
ers to pay the postage to return! 


| 


i 


. 


Twanmiios gave on tos 
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NTE RET i SECTS SS RIE 
| TO FARM WOMEN-—This September ad by 
H. W. Gossard Co., Chicago, will run in 


| Farm Journol, the first time for the under- 
garments maker in any farm magazine. 


Advertising and 
Quality Boost 
Sales: Hallmark - 


(Continued from Page 2) 
sored such radio programs as 
“Meet Your Navy,” the “Charlotte 
Greenwood Show,” and 
Reader’s Digest.” Later came 
“Hallmark Playhouse,” and cur- 
rently ‘Hallmark Radio 


Hallmark tells 


“Radio |} 


Hall of|5 
Fame” is being used. In TV, Hall- | 
| mark originally bought 15 minutes | SOLUTION 


the “cream 


a —The answer to 
weekly and now has “Hall of| problem” in restaurants (i.e., air-exposed 


Fame” telecasts too. 
Claiming a combined audience | tetics Laboratories, is in individual packets 
of more than 40,000,000 people, of Pream, new powdered cream product 


cream pitchers), according to M&R Die- 


its retailers that! (AA, Jan. 19). The packets are made by 


this mass audience is more and_ the Shellmar Betner division of Continental 


/more being conditioned to what 
it calls “a quality standard—a 
eg of acceptance and de- 
mand that only quality stores can 


satisfy.” 


s “Cards” also cites the Interna- 
tional Hallmark Art Award as a 
i“very effective prestige-building 
| venture.” The award was estab- 
‘lished in 1949 “to encourage fine 
'art, broaden its appreciation and 
| bring recognition to contemporary 
| artists.” 

| Hallmark’s print advertising, 
| which has appeared in Business 
|Week, Coronet, Harper’s Bazaar, 
|Newsweek, The New Yorker and 
Vogue, plays a specialized role, ac- 
cording to the company. Print is 


American republics. A breakdown | Weiss & Geller is the agency. The maga- | USed “whenever there is a strong 
Similarly was made for urban and zine carried the first such copy last spring | promotional opportunity in ‘spot- 


|rural residence, also reflecting 
'circulation distribution. 


| Precoding of IBM cards and tab- | 


ulation of results were done by 
Workman Service, Chicago. 


/}@ Among problems faced when 
the first readership survey was 


lar Mechanics research and promo- 
tion director, said, was the possi- 


readers’ wishes, rather than fact. 

Readers were asked to list en- 
gine numbers of their automobiles. 
Spot checks later showed that the 
numbers written by readers had 
indeed been assigned by U. S. 


Latin America. 
While the cost of the latest sur- 
vey has not been totaled, it is 


planned in 1947, Royal Lee, Popu-| 


bility that the data might reflect | 


manufacturers to cars shipped to) 


for Formfit Co., which is continuing in the 
| magazine. Both companies will again use 
long lists of other magazines this fall. Mac- 
Farland, Aveyard & Co. is Formfit’s agency. 


|comparable to that of the 1949 


| study, which cost $4,000, excluding | 


| printing and distribution, Mr. Lee 
said. 


| Cobb Heads Atlanta PR Group 


James H. Cobb, v.p. in charge 
|of advertising of Delta-C&S Air 
|Lines, Atlanta, has been elected 
/president of the Atlanta chapter 
‘of the Public Relations Society of 
America. 


‘Grocer’ Names Bermingham 
William Bermingham, formerly 
| with Woman’s Day, has joined the 
eastern sales staff of Progressive 
Grocer. 


CBS for CENTRAL OHIO 


wens is BIG 


in Central Ohio! 


From the time WBNS says 
“Howdah-do"” to listeners—un- 
il sign-off time—W’BNS leads 
the parade! Around the clock 
WBNS has the 20 top-rated 
(Pulse) programs heard 

in Central Ohio . 
has more steady listeners 
than any other station in this 

rich market area. You get more 
listeners more of the time... get 


WBNS to do the BIG JOB for you. 


ASK 
JOHN BLAIR 


radio 


COLUMBUS, OHIO 


|lighting’ specific items—or when 
/an unusual merchandising oppor- 
‘tunity exists through the use of 
/newspaper or magazine ads.” 

| Last December the company 
took eight pages in Coronet to trace 
the history of Christmas cards as 
a social custom. 

“Woven so subtly throughout the 
story that many readers did not 
detect that it was an advertisement 
was the suggestion that they visit 
a quality store to inspect and buy 
the merchandise used to illustrate 
this story,” Hallmark says. 


s Hallmark also has used full- 
page newspaper ads to direct at- 
tention to special items like its 
Christmas sleigh cards. This, says | 
the company, is “a prime example 
of the function of Hallmark adver- 
tising in print: to supplement the 
radio and television efforts by 
bringing the spotlight to bear on 
specific merchandise.” 


tailers in “Cards” that the chief) 
obstacle today “is the ease of 
|shopping offered by door-to-door 
‘selling and the high traffic loca-| 
‘tions of syndicate stores.” To over-| 
‘come such competition, Hallmark | 
advises improving retail salesman- 
| ship. 

“We have lost sight of what the 
|additional sales might be if we 
would add the same  well-con- 
ceived and executed retail selling 
that is followed in most lines,” it 
warns. 


| 


Hallmark also cautions its re-| 


Can Co. 


DMAA Winners Will 


Be Shown in Europe 


NEw York, July 28—An exhibit 
of 66 portfolios of prize winning 
entries in the Direct Mail Adver- 
tising Assn.’s 1952 “Best of In- 
dustry” contest will be shown 
throughout Europe this fall. Al- 
though DMAA winners have been 
exhibited for many years through- 
out the U.S. and Canada, this 
marks the first time they will ap- 
pear in Europe. 

Pierre Bastide, v.p., Federation 
of French Advertising Clubs, and 
secretary general of International 
Union of Advertising Clubs, will 
arrange the showings to be held in 
major European cities. During a 
recent visit here, M. Bastide said 
that European advertisers are 
anxious to obtain samples of 
American techniques in direct mail 
advertising for study and possible 
application in promoting sales of 
European products. 

The 1953 best of industry contest 
is currently under way and will 
close Aug. 31. Winners will be 
announced Sept. 30 at the DMAA 
annual convention in Detroit. 


Advertisers Offered Space 
in Ten Baseball Yearbooks 


Jay Publishing Co., 114 E. 40th 
St., New York, has announced that 
advertisers may buy space in the 
official yearbooks of ten major 
league baseball clubs. The year- 
books will come out at the begin- 
ning of the 1954 season, and the 
closing date for advertisers is Dec. 
1. Jay is guaranteeing 1,000,000 
copies. 

Advertisers must buy all ten 
books, at the following four-color 
rates (deduct 10% for b&w): $10,- 
000 for back cover; $8,500 for each 
inside cover; $7,000 each for two 
facing center pages; $6,000 each 
for reverse sides of center pages. 
Yearbooks will cover all three 
New York clubs, both Philadel- 
phia teams, and Pittsburgh, Wash- 
ington, Cincinnati, Milwaukee and 


'St. Louis (Cardinals). 


Manly Joins Electro-Matic 
Elwyn B. Manly, formerly with 
the Chicago American, has joined 
the sales staff of Electro-Matic 
Engraving Co., Chicago. 


” 


A little spark 
kindles 


a great 


gospel truth. 


thing, and accept her every word as 


Impressions of what “teacher says” are 
carried into 10,000,000 homes by 26,000,00( 
school kids. And teachers’ acquired 
knowledge and opinions are influenced 
by their own state teachers’ magazine 
That’s why your advertising message in 
State Teachers Magazines is so important 


Through any or all 44 state publication: 
you can reach up to 900,000 subscriber: 
to State Teachers Magazines. For ful 
information, write Miss Georgia C 
Rawson, Executive Vice-President, State 
Teachers Magazines, Inc., Department 
810, 307 N. Michigan Ave., Chicago 1, Ill 


| on nee ae Oe ee State TEACHERS 


“My teacher says .. .” They 


ear it 
_over and over from children who firmly 
believe that their teacher knows every- 


Magazines 
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$500,000 Budget 
Backs Fall Drive 
for Coast Wines 


(Continued from Page 2) 
paign, relating to National Wine 
Week. The heaviest concentration 
at this time is aimed at producing 


maximum store traffic through) 
plus display and) 
promotion of California wines in| 


brand _ tie-ins, 


package and grocery stores. 


Six major pieces of dealer dis-_ 
play and selling materials are of-| 


fered to promote the theme “Taste 
California Wine Tonight’ at the 
point of sale. These include ban- 


ners, cards, table tents (for restau- | 


rants) and a revised “Wine Selec- 
tion,’”’ a consumer’s guide to wine 
types and wine cooking. More than 


6,000,000 of these guides have al- 


ready been distributed. 

A promotion contest will encour- 
age retail and wholesaler partici- 
pation. Three 10-day vacations in 
Hawaii via Pan American Clipper 
top the list of 66 prizes for the best 
promotional efforts for California 
wine. Two of the vacation prizes 
will be awarded wine wholesaler 
salesmen, and one to a wine re- 
tailer. 


s Full-page, four-color ads will 
appear in Life on Oct. 12 and Col- 
lier’s on Oct. 16. Gourmet, Holiday, 
The New Yorker and Sunset Mag- 
azine will carry ads ranging from 
one-half to two-thirds page in 
their October, November and De- 
cember issues, emphasizing Cali- 
fornia premium wine types. The 
newspaper schedule, which in 
October will include 227 newspa- 
pers in 132 cities, will be extended 
in the pre-holiday period to fill 
it out to the total of 299 newspa- 
pers. Top linage for any one news- 
paper is 4,500 lines. Most will 
carry a total of 2,400 to 4,000 lines 
in up to 10 insertions. 

Edmund A. Rossi, manager of 
the Wine Advisory Board, has said 
of the drive, “With the 1953 Na- 
tional Wine Week and Wine Dis- 
covery Month drive, we are pro- 
viding a $500,000 foundation upon 


which individual California wine | 
and | 
wholesalers can build their own. 


brand producers, bottlers 
pre-holiday selling campaigns. We 
expect to attract more of these 
brand tie-ins with this drive than 
we have with any previous indus- 
try drive for California wines.” 


= The major copy theme of the 
fall drive is progressive and may 
be traced back through the board’s 
spring California Wine Show, the 
first of two major wine industry 
drives for 1953, to the October, 
1952, drive which inaugurated 
Wine Discovery Month. 

Last October the board invited 
Americans to “Discover the Pleas- 
ures of Wine.” The spring show 
during April announced that 
“Americans Are 
Wine” and supported the claim 
with evidence compiled by J. 
Walter Thompson Co. in a consum- 
er survey. Results of this survey, 
showing that 21,000,000 American 
families enjoyed wine regularly, 
appeared in magazine and newspa- 
per advertising for the spring 
show. The figures will appear 
again during the fall. “Discover 
the pleasures 21 million American 
families now enjoy,” headlines will 
read, followed by the main theme 
“Taste California Wine Tonight!” 

Brief body copy in the new ad 
series discusses the four most pop- 
ular wine types in relation to their 
enjoyment with other foods: Cal- 
ifornia sherry as a before-dinner 
appetizer, California burgundy and 
sauterne with meals and Califor- 
nia port for after-dinner and in- 
formal entertaining. 


Stanton to Baltimore & Ohio 


Joseph L. Stanton, formerly di- 
/rector of the export and import 
bureau of the Baltimore Assn. of 
Commerce, has been appointed as- 
sistant director of public relations 
| of the Baltimore & Ohio Railroad, 
Baltimore. 


Dress Maker Names Ellington | Philco Promotes Jeffrey 


McKettrick-Williams Inc., New 
York dress manufacturer, has ap- 


pointed Ellington & Co., New York, | 


to handle its advertising. Hewitt, 
Ogilvy, Benson & Mather, New 
York, formerly serviced the ac- 
count. 


W. H. Jeffrey, general manager 
of Philco Corp. of Canada Ltd., To- 
ronto, has been elected v.p. and 
general manager. Mr. Jeffrey suc- 
ceeds Sydney L. Capell, who is 
now president of Philco Interna- 
tional Corp. 


PHOTO-REPORTS 
ON PRODUCT APPLICATIONS 


Nationwide organization of 500 capable Photo- 
Reporters provides effective way to obtain on- 
location photos, reports, and releases for odver- 
| tising, editorial and research purposes. 
| For more information write or phone 


SICKLES PHOTO-REPORTING SERVICE 
38 Pork Place, Nework 2, N. J. 
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Albert Lasker's own story /“§ 


26 chapters. ..of the 
thinking behind 


ls famous 


campaigns 


| ERE is a story that has been locked 
away in private archives for a quarter 
of a century—a story as told in a 
series of “speeches” to his staff at Lord & 
‘Thomas, and intended then for their ears only 
_—by one of the most fabulously successful 
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USE THIS HANDY COUPON 


advertising geniuses in American 
business history. 


Albert D. Lasker, never dreaming that his talks would some 
day be published, told his business-life story with an intimacy 
and utter frankness seldom found between formal book covers. 
Here is an unforgettable personal document—unforgettable 
on the single count of gripping human interest and 
thrilling business drama. 


But The Lasker Story gives you far more than sheer reading 
pleasure. We here at Advertising Age believe this book 

to be probably the most useful ever published on advertising 
as a selling force. Mr. Lasker explains in detail his 
thinking—and the thinking of his renowned colleagues, 

John E. Kennedy and Claude Hopkins—behind campaigns 
so successful that, after $0 years, they are still held up 

as models of “Salesmanship-in-Print.” 


The Lasker Story has been published in response to a 
deluge of requests from AA readers. Agencies and 
advertising managers are now making group purchases, 
at special rates, for distribution to their staffs. 

Since the supply is limited, you'd better order now. 
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: 


10% to 20% Off 


Send for a Copy of “The Lasker Story” for your Friends, Associates 
and Everyone in Your Organization Who Plays A Part in Advertis- 
ing or Selling—IT’'S A TREMENDOUS SOURCE OF INSPIRATION! 


ADVERTISING AGE, Dept. M11, 200 E. Illinois St., Chicago 11. Ill. 


Send me. _.copies of “The Lasker Story.” 
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I am enclosing a check or money order for $ 

figured at $1.50 each for 1 to 9 copies; 10% discount for 10 to 49 
copies; 20% discount for 50 copies or more. I understand the price 
includes all hartiling and postage charges. 
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TV Nets Line Up 
Shows, Sponsors 
for Fall Season 


(Continued from Page 1) 
Cann-Erickson) will carry half of 
the professional football games 
again this year. The other half 
will be available to local sponsors. 

New sponsor credit on Fridays 
on ABC-TV will go to Sealy Inc., 
Chicago, which has bought a Lou 
Cowan package, “Comeback Time” 
—9:30 p.m., EST—purchased 
through Olian & Bronner. The 
mattress company dropped “Bal- 
ance Your Budget” (CBS-TV) at 
the end of the spring season. 

One of the major plums to fall 
ABC-TV’s way in recent weeks is 
U. S. Steel’s “Theater Guild” dra- 
matic show. The hour program is_| 


expected to be presented on al-) 


ternate Tuesdays at 9:30 p.m., 
EST, starting in October. 

NBC-TV had made a big play 
for this business, but Batten, Bar- 
ton, Durstine & Osborn, which al- 
ready has cleared a Tuesday half 
hour for American Tobacco Co. 
on ABC-TV, liked the idea of hav- 
ing American Tobacco’s Danny 
Thomas and the U. S. Steel drama 
back to back. 

With few remaining nighttime 
availabilities to dispose of, CBS 
Television made new business out 
of the daylight hours this week. 


8 Arthur Godfrey, 
practically all the viewing audi- 
ence (91.4 share, according to a 
Trendex special study in 10 multi- 
Station cities) July 27 when he 
came back to work on “Talent 
Scouts” after his sick leave, will 
bring in some more revenue for 
Columbia by adding to his morn- 
ing simulcast chores. 

One hour of his mid-morning 


who snared | & 


tectural ForuUM’s continual curtai 


1947 


Correction of an Error in Advertisement on Page 37 
The Architectural ForuM advertisement on page 37 of this issue 
of Advertising Age contains an error which, unfortunately, was 
not noticed until after the page had been printed. The error 
resulted from faulty tint-laying in the chart which shows Archi- 


the past six years. Here is the chart as it should appear: 


Iment of foreign circulation over 


1952 


Architectural 
FORUM 10,333 


Progressive 
Architecture 4,123 


trang 


itis 


Architectural 3,993 
Record 


a 


Figures from ABC Publishers’ Statements for the periods 
shown ending December 31. 
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_3-D KITCHENS—A new point of purchase 
| display for Thermador Electrical Mfg. Co. 
incorporates a View-Master showing three- 
| dimensional views of kitchens with Therma- 
dor Bilt-in range installations. Tri-Ads Co., 
Hollywood, produced the display. 


/90-minute program is now simul- 
‘cast Monday through Thursday. 
|When Mr. Godfrey returns to this 
show Aug. 3 all of it will be simul- 
/cast on Mondays and Wednesdays, 
/and an extra 15 minutes will be 
_added on Tuesdays and Thursdays. 
The additional TV periods will be 
‘carried by Toni (Weiss & Geller) 
}and Chesterfield (Cunningham & 
| Walsh), the current radio sponsors. 
| Toni also has bought the Tues- 
day and Thursday telecasts of 
“Bride & Groom” on CBS to ad- 


vertise its Prom and White Rain | 


shampoo. Leo Burnett Co. is the 
agency. 


@ This network has come up with 


a new competitor for NBC’s Milton | 


Berle. Red Skelton, who ran into 
rough sledding in the rating de- 
partment last year after he 
switched his program to film, and 
later lost his NBC sponsor, P&G, 
|has signed an exclusive contract 
with CBS-TV. 

Mr. Skelton is slated to fill the 
Tuesday, 8:30 p.m. EST, period. 
| The first half of the hour that Mr. 
Berle held in the palm of his hand 


|for years is being filled on CBS) 


‘by Gene Autry. 

| DuMont Television Network, 
‘which already gives Mr. Berle 
strong competition in Bishop Ful- 
ton J. Sheen on Tuesdays at 8, 
|also has plans for a stronger 8:30 
booking in the fall. To fill that 
'time, the network has signed stage 
/and screen star Joseph Schildkraut 
as host and sometime star of a 
|fall dramatic series called “Per- 
/sonal Appearance Theater.” 


/® DuMont’s major sale of the 
| week was to Wine Corp. of Amer- 
‘ica for two half-hour shows start- 
‘ing in mid-September. Mogen 
,David wine will sponsor Jan Mur- 
jray in a new audience participa- 
ition telecast, “Dollar a Second,” 
'starting Sept. 20 at 10 p.m. EST. 
|/Mogen David dropped a DuMont 
‘panel show, “Where Was I,” at 
|\the end of March. 

| The wine maker also will pre- 
sent a _ teletranscription of the 
Monday night fights—a 30-minute 
digest—in markets which do not 
| already carry the bouts live under 
/co-op sponsorship. Weiss & Geller 
is the agency. 

| NBC-TV, which lost Camel as 
a Saturday night co-sponsor of 
i\“Show of Shows” in June, will 
have the cigaret maker in the Sun- 
day night lineup with “Man 
Against Crime,” which transfers 
from CBS-TV if enough stations 


will clear the 10:30 p.m., EST, | 


time spot. 


The half hour vacated on Co- | my 


lumbia by this move will be filled 
by another Camel offering, “Top- 
_per.” Wiliam Esty & Co. handies 
| this account. 


Manufacturers Name Peters 

Irving Forging Co. and Irving 
Metal Co., both of Rahway, N. J., 
have appointed Allan Peters Ad- 
vertising, New York, to handle 
their advertising. 


Suspension of ‘Seattle 
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Times’ Continues; 


Strike Caught Stores with Big Inventories 


SEATTLE, July 30—“No Times, on 
sirike,” reads the chalked sign on 
the side of a news vendor’s station 
in downtown Seattle. 

Today, that sign marks the end 
of two weeks during which the 
Seattle Times, only afternoon 
| daily in this city of a half-million 
| population, has not published. 

The strike is that of the News- 
|paper Guild. The issue is wages. 
The Times’ contract with the 
Seattle-Tacoma Newspaper Guild 


ran out on March 21. On April 30, 
» the guild authorized its negotiators 


‘to call a strike. On July 16, the 


'guild threw a picket line around 


‘the Times, and the paper an- 
/nounced “suspension of publica- 
tion for an indefinite period.” 


a At the end of two weeks there 
is little to indicate that the parties 
are any closer to agreement. The 


guild says it asks a 7.3% increase) 


whiie the Times offers 3.5%. The 
guild contends that the Times’ 
scale is the lowest of any major 
newspaper on the West Coast. 
The Times countered, in a full- 
page ad in the morning Post-Intel- 
ligencer, that the scale it offered 
/would have placed Times min- 
‘imums above those recently 
granted in Portland, Ore. In this 
| advertisement the Times said: 
| “The subscription price of the 
Times has remained unchanged 
since February, 1951. Rates to ad- 
'vertisers have remained unchanged 
'since late 1951. The price of news- 
print from the mill was increased 
in 1951 and again in 1952. These 
increased costs, plus the 1951 and 
|/1952 rounds of wage increases— 
and the 1953 rounds of wage in- 
creases to date—have not been 
passed on by the Times to its read- 
'ers and advertisers.” 


s The Times scale before the 
strike was $102 for journeymen 
reporters and some others and $110 
for editorial writers, desk men and 
some others. The newspaper, in its 
statement, emphasized the point 
that many received more than the 
guild minimums. 

The guild represents 250 news, 
feature, advertising and circula- 
tion employes. There are 450 other 
employes. 

Of the two Seattle papers, the 
Times consistently has carried a 


heavier volume of advertising than 
the Hearst Post-Intelligencer. With 
the strike, advertising linage and 
circulation have picked up notably 
at the Post-Intelligencer, and ad- 
vertisers also have made increased 
use of radio and television. 


a A special sore point with local 
advertisers was that the strike hit 
just as Seattle stores were launch- 
ing “Seattle Greater Value Days,” 
a huge mid-summer sales promo- 
tion. Not all of them, however, 
were as successful in meeting the 
emergency as the Bon Marche, one 
of the leading department stores. 

Caught with a heavy “sale” in- 
ventory, the Bon Marche, on the 
morning of the strike, called for 
| some fast time on KING-TV. Tom 
|/Dargan, KING-TV director and 
/}announcer, was given 15 minutes 
to prepare five different live spots 
,for a one-hour movie, and by 1 
p.m. the Bon Marche was on the 


| air with it. 


le Next morning, the station tele- 
cast a one-hour remote from the 
store devoted to showing articles 
/on sale. Cameras were dollied up 
' to the sales counter, with price tags 
|shown, and Tom Dargan himself 
| displayed the sale items. 

| That afternoon, the Bon Marche 
| sponsored a televised fashion show 
which was followed by another 
one-hour remote. By this time, the 
Bon Marche had signed for another 
week of remotes, and had also 
bought all available spots on 
ABC’s Saturday sportscast of a 
major league baseball game. 


| 


Cavalier Ad Promotion 
Saves Smokers 40¢ 


R. J. Reynolds Tobacco Co. is 
taking orders from dealers in the 
New York and New England areas 
for Cavalier cigarets in tins of 100, 
which will save smokers 40¢ over 
the purchase of five packs. The 
cigarets, available in a few weeks, 
will sell at local prices less 40¢ fed- 
eral tax, which will be paid by 
Reynolds. 

Billed strictly as an “advertising 
promotion,” the offer specifies that 
dealers will be able to order one 
time only and the tins will be 
available on a “one to a customer” 
|basis. Oval-shaped, the tins also 
serve as a humidor. William Esty 
Co. is the Cavalier agency. 


_ We're just thrilled io death 


at what's happening to this _ 
| little ole “big town” of ours! via 


YS 


| It's just growing so steadily 

"and so solidly nothing short 

of one of those Yucca Flats 
“mushrooms” can stop it! 

_ So, come on... get your share! 

| It's here a-plenty, for the 
asking. And, our Rep, your 
Hollingbery Man, has the figures 

| to show you why, in Miami, the 

| Local Boys spend the biggest 

_ portion of their advertising 

| dollars with WIOD! 

| Give him a call. 


B se 


Jomes M. LeGate, Ginaeel priest a 
5,000 WATTS - 610-KC - NBC Affiliate. 
Notional Rep, George P. Hollingbery Co. 
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Einson Offers 


Four-Color Ads 
with 3-D Effect 


(Continued from Page 1) 
Corp. of New York. The Illustereo 
process makes it possible to pro- 
duce a multiple-plane depth effect 
from line drawings. 


e 3. Introduction of the first wide 
screen system with stereophonic 
sound for 16mm movies by Bell & 


Howell Co., Chicago. The system) 


Fox’s CinemaScope, 
projection of a picture on a curved 
screen 2.5 times as wide as it is 
high. 


Last Minute News Flashes | 


New Conover-Mast Monthly Bows in November 


New York, July 31—Institutional Feeding & Housing, new Conover- 
'Mast monthly, will bow in November with minimum guaranteed cir- 
culation of 58,000 in the mass feeding and housing industry—hotels, 
restaurants, motels, hospitals, transportation systems, clubs, etc. The 
new publication will measure 114%x1l11%”. Base b&w one time rate 
will be $1,295. Starting in November, C-M’s monthly Bar-Restaurant 
will be published as a section of the new publication. C. Frank Jobson 
is publisher; Blake Meyer is assistant publisher and advertising man- 
ager, and Vice Mork is editor. 


Tolibia Tests Nuworld White Cheese in Toledo 


ToLepo, July 31—A new-type natural white cheese, called “nu- 
world,” is being tested here by Tolibia Cheese Co., Fond du Lac, Wis. | 
Developed by the Universities of Minnesota and Wisconsin, the prod- | 
uct is made and distributed by Tolibia under franchise of the Wiscon- | 


| stores, and is now considering other markets, according to the agency, | 
| Arthur Towell, Madison, Wis. 


73 


Kaiser and Willys 
Form Sales Division 


ToLeDo, July 31—A new organ- 


Thomas Ryan 
Dies; Headed 

ization, Kaiser-Willys sales divi- 1€S; ea e 

sion, has been formed to distribute 

th d ial ve-| 

the, passenger and commercial ve: Pedlar & Ryan 


Willys Motors Inc. 

Edgar J. Kaiser, president of the New York, July 31—Thomas L. 
two companies, said that the move L. Ryan, 61, who retired last Oc- 
will expand the companies’ sales tober as president of Pedlar & Ry- 
programs, effect operating econ- an, after dissolving the agency, 
omies and probably result in a|died July 29 after an illness of 
stronger advertising program. several months at his home in 

Substantial operating economies North Salem, N. Y. 
have already been achieved, Mr.. A native of New York, Mr. Ryan 
Kaiser pointed out, by the recent began his business career with 


sin Alumni Research Foundation. All media have been used to promote | transfer to Willys of Kaiser pur- Conde Nast Publications. During 
is patterned after 20th Century- the cheese, starting with two-color, editorial-type pages in the Toledo chasing, accounting and some en- 
permitting | Blade and Times. Tolibia already has distribution in 85% of Toledo gineering. 


World War I, he served as a cap- 
‘tain of field artillery in France. In 
1925, after serving for several 


@ Roy Abernethy, v.p. of sales for Years as a v.p. and account execu- 
| Kaiser since last May and prior to tive at the then Barton, Durstine 


The Einson-Freeman four-color Bond for Duane Jones Defendants Goes Up $100,000 that a Packard sales executive for & Osborn, Mr. Ryan and the late 


“Compatible 3-D” method may be 
the answer to one of the biggest 
problems in 3-D printing, which 


New York, July 31—The $150,000 bond required of the defendants 
/in the Duane Jones case has been increased to $250,000 by Justice 
| Benjamin J. Rabin of the New York county supreme court. The bond 


(25 years, will head the new sales| Louis C. Pedlar organized their 


|division as v.p. in charge of sales. OWN agency. 


| The combined organizations will, Clients of the new agency in- 


is increasing in popularity among| question was taken to the court of appeals in Albany, New York’s| have over 4,000 outlets in the U.S.,|Cluded such prominent national 


advertisers; unless you use special 
viewers, the illustration normally 
is a blurred scramble. 


® According to Sam Gold, Einson- 
Freeman v.p., the new “Compati- 
ble 3-D” process permits an illus- 
tration that appears to be a com- 
pletely normal full-color picture 


until you put on a pair of two-| 


color viewing glasses. With the 
3-D viewers, the illustration takes 
on the same amount of depth as 
the common two-color 3-D illus- 
tration. 

“Because of the dual viewability 
of ‘Compatible 3-D,’ it has many 
possible advertising applications 
that are denied to the conventional 
two-color 3-D process,” Mr. Gold 
told AA. “The new process is par- 
ticularly useful for window and 
counter displays with or without 
viewing specs. However, it is in 
the field of premiums, comic books 
and direct mail advertising that 
four-color ‘Compatible 3-D’ opens 
the widest horizons to advertisers,” 
he said. 


ws The 3-D Illustereo process 
which is being licensed by Ameri- 
can Sterographic Corp. has been 
used with success by St. John Pub- 
lishing Co. in its Mighty Mouse 3-D 
Comics. It employs two-color 
printing, which, when’ viewed 
through 3-D glasses, takes on a 
great deal of depth. 

While subjects do not have 
depth in themselves, the illusion 
of a third dimension is created by 
establishing a number of “planes” 
which are clearly separated from 
each other. It is possible, for ex- 


ample, to have a row of poles! 


which, although lacking roundness, 
appear to actually be one behind 
the other. In most cases, there is 


highest court, which assigned it “without prejudice” to the supreme 
court. Mr. Jones was awarded $300,000 in the case, which is to be 
|taken to the court of appeals in October. 


‘Better Living’ Plans 2nd Rate Boost: Other Late News 


|e Better Living, which in May announced that it will increase its 
|rates and guarantee in November, has now announced another rise 
|for the February, 1954, issue. The November guarantee of 2,300,000 


will go to 2,500,000 and rates will be advanced from $6,400 to $6,960 | 


for a b&w page. The present guarantee is 2,100,000 with a b&w page 
rate of $5,835. 


e Shivell-Hall Co., New York, has been elected to membership in the 
American Assn. of Advertising Agencies. 


e Family Weekly, Sunday supplement which will bow Sept. 13, has 
added six subscriber papers to bring the total to 34 with a combined 
circulation of 675,265. 


e John B. Holmes, former advertising and sales promotion manager 
of Hertz Drivurself Stations, Chicago, has joined the sales staff of 
Product Design & Development in Chicago. 


and, according to Mr. Abernethy, @dvertisers as Procter & Gamble 
will increase the competitive C°., Bristol-Myers Co., Sterling 


position of Kaiser-Willys dealers. | Drug, Peck & Peck, Melville Shoe 
Corp. and Hearst Newspapers. 


Dealers representing both lines | 
will be able to merchandise them | 
in 94% of the market, he said. 's Mr. Ryan was considered by 
He said the Henry J, Aero advertising men as one of the top 
Willys and Kaiser passenger cars copywriters of his time. He con- 
will continue to be sold in the low, | ceived and directed many national 
low-medium and medium price | advertising campaigns particularly 
classifications. Also, more effort | in the soap and drug fields. 
will be directed to further develop-| A fox-hunting enthusiast, he 
‘ment of the Willys commercial rode for many years with the 
line, which includes Jeeps, four-|Goldens’ Bridge Hounds. He was 
wheel-drive station wagons and|also active in civic and charity 
trucks, two- and four-wheel-drive groups, and in 1948 was chairman 
sedan deliveries and four-wheel-| of the Manhattan division of the 


drive fire engines and ambulances. | Red Cross Fund. 


NBP Will Admit _D. W. CREEDEN DIES; 


HEADED LIBBY, McNEILL 


stereophonic sound, which ema- 
nates as near as possible from the 
part of the screen where action 
takes place. 


a The heart of Bell & Howell’s 
wide screen system is a single ana- 
morphic lens attachment. The lens 
can be used on regular 16mm 
cameras. The same lens can be 
used on standard projectors to 
/project the wide screen pictures. 
_ To produce stereophonic sound, 
a modified version of Bell & 
| Howell’s magnetic recording pro- 
jector is used both to record the 
magnetic sound tracks as well as 
to project the film. Two different 
/sound tracks are recorded side by 
side on a single strip of magnetic 
tape permanently bonded to the 
film edge. The sound is played 
back through two separate ampli- 
fier-speaker systems located at op- 
| posite ends of the screen and along 
the sides of the auditorium. 


Streibert Named 
Director of U. S. 
Information Agency 


WASHINGTON, July 31—President 
Eisenhower today named Theodore 
C. Streibert, former chairman of 
Mutual Broadcasting Co., as head 
of the new United States Informa- 
tion Agency. 

Mr. Streibert replaces Dr. Rob- 
ert C. Johnson, who is returning 
to the presidency of Temple Uni- 


versity. The United States Infor- | 


mation Agency, which comes into 
existence on Monday, is made up 
of overseas information activities 
which have been taken out of the 
State Department under an ad- 
ministration reorganization plan. 

For the past several weeks, Mr. 
Streibert had been overseas on a 
mission for the information serv- 
ice. 

One of the three top men under 


Canadian Agencies 


WASHINGTON, July 29—National 
Business Publications Inc. an- 
nounced today that Canadian agen- 


tion list in the near future. 

The association said it has de- 
cided to extend recognition to 
agencies affiliated with the Ca- 
nadian Advertising Agency Assn. 
In all, there are about 37 Cana- 
dian agencies eligible for recogni- 
tion and the majority have already 
indicated their approval of the 
| move. 

Alex Miller, executive head of 
CAAA, wired NBP today that the 
| association welcomes the develop- 
/ment. He said it is the first time 
‘that Canadian agencies have had 
/an opportunity to obtain recogni- 
| tion. 


s The NBP agency recognition | 


program has been under way for 
about a year. At the present time, 
the association has announced rec- 


cies will be included in its recogni- | 


seemingly more depth in such il-|s At a press demonstration, the 
lustrations than in 3-D photo-/| film was projected on a curved 


Mr. Streibert in the USIF will be|ognition of about 200 agencies. 
Leonard F. Erikson, v.p. and di-| Robert E. Harper, NBP president, 


graphic illustrations. 


s Bell & Howell’s new wide screen 
system was announced at the 
opening of the National Audio- 
Visual Assn. convention here to- 
day. It was reported that a num- 
ber of 16mm sales and industrial 
films are already being produced 
by the system. 

The new system using the same 
principles as the CinemaScope 
system works this way: A single 
lens “squeezes” a wide view onto 
a normal 16mm film. The picture 
is expanded for the wide screen 
by a special device which can be 
attached to standard 16mm pro- 
jectors. 

The pictures are projected on a 
curved screen 2.5 times as wide as 
it is high. Since the viewer sees 
the peripheral, or side, as well as 
straight ahead view on the curved 
screen, there is a strong sense of 
depth and participation in the 
scene. No special glasses are re- 
quired to view the pictures. 

The illusion of depth is height- 
ened by three-dimensional or 


‘screen 8’ high and 20’ wide. A 
‘new type of fabric was used to 
provide uniform brilliance from 
all viewing angles. 

According to C. H. Percy, Bell 
& Howell president, the 16mm 
wide screen system is expected to 
be widely used in making indus- 
trial and sales films. He also pre- 
dicted immediate use of the sys- 
tem in foreign movie houses, many 
of which show 16mm films only. 

Standard units for the wide 
screen system are expected to be 
in regular production soon. The 
company is already producing 
made-to-order units. 


Ohio Edison Appoints F&S&R 
Ohio Edison Co., Akron, has ap- 
pointed Fuller & Smith & Ross, 
Cleveland, to handle its advertis- 
ing. New promotion will include 
use of major business publications, 
newspapers and direct mail. 


Promotes Henry A. Haines 


Henry A. Haines, who joined 
Compton Advertising Inc., New 
York, in March, 1953, has been 


elected secretary. 


rector of McCann-Erickson, New | 
York, who has taken charge of the 
Voice of America broadcasting 
program (AA, July 6). 


Four Dailies Reduce Column 


Four more newspapers have an- 
nounced reduction of their column 
width from 12 picas to 11% picas. 
They are the Des Moines Register 
and Tribune, effective Aug. 17; 
the Kansan, Kansas City, Kan., 
Sept. 15, and the Houston Chron- 
icle, March 1, 1954. 


Join Prusmack Associates 


John J. Defino and Malcolm B. 
Ochs have joined Armand J. Prus- 
mack & Associates, New York, as 
production manager and account 
executive respectively. Both are 
1953 graduates of the New York 
University School of Commerce. 


2 Join ‘U.S. News’ Staff 


J. Charles Taney, formerly with 
Pathfinder, and John D. Goode, 
formerly with Town & Country, 
have joined the New York sales 
staff of U. S. News & World Re- 
port. 


said an additional list of about 700 
|recognized agencies will be re- 
leased in the near future. 

At the present time, NBP recog- 
-nizes 10 Canadian agencies which 
have offices in this country. The 
new program applies to Canadian 
agencies which do not operate here. 


Names Cunningham & Walsh 


American Chain & Cable Co., 
Bridgeport, Conn., has appointed 
Cunningham & Walsh, New York, 
to handle Pennsylvania lawn 
mower advertising. The advertis- 
ing of Weed tire chains, Page 
chain link fence and the industrial 
products of the company’s 16 di- 
visions will continue to be handled 
by Reincke, Meyer & Finn, Chi- 
cago. 


Talon Inc. Promotes 2 Execs 


Raymond Y. Bartlett, since 
November, 1952, associated with 
Talon Inc., New York maker of 
slide fasteners, has been elected 
v.p. in charge of sales. Walter S. 
Shiffer, with the company since 
March, 1952, has been promoted 
to v.p. in charge of engineering. 


Cuicaco, July 30—Daniel Woods 
_Creeden, 61, president of Libby, 
| McNeill & Libby since 1940, died in 
|Presbyterian Hospital here yes- 
| terday. 

Mr. Creeden was graduated from 
|Harvard University in 1913. His 
|career in food packing began in 
1913 with Swift & Co. He was 
i/named v.p. of Swift in 1934. Mr. 
Creeden joined Libby, McNeill in 
1938. 


ROBERT SCOTT LIPPOTH 
New York, July 31—Robert 
Scott Lippoth, 41, v.p. and copy 
chief of the House of J. Hayden 
Twiss, died yesterday of a heart 
attack while on vacation in Michi- 
gan. Born in New Rochelle, N. Y., 
he was graduated from Columbia 
University in 1933 where he 
starred in football and rowed on 
the varsity crew. Following his 
graduation he joined the Twiss 
agency. During World War II he 
served as a captain in the Marine 
Corps in the South Pacific. 


EDWIN J. SAULPAUGH 

New York, July 31—Edwin J. 
Saulpaugh, 54, supervisor of con- 
tinuity acceptance for DuMont 
Television Network, died July 29 
following a heart attack. Before 
joining DuMont in June, 1950, he 
had been a staff director at Amer- 
ican Broadcasting Co., and pro- 
ducer-director of the Philco “Ra- 
dio Hall of Fame” while associated 
with Hutchins Advertising Co. He 
was also at one time producer-di- 
rector with Jam Handy in Detroit. 


Ronson Promotes Stein 


Herbert M. Stein has been pro- 
moted to general sales manager 
of Ronson Art Metal Works Inc., 
Newark. He joined the company 
in 1949 and was previously as- 
sistant general sales manager. 


Appoints Brisacher, Wheeler 


Associated Products of Knox- 
ville, Tenn., household notions 
manufacturer, has appointed Bris- 
acher, Wheeler & Staff, New York, 
to handle advertising for its com- 
plete line. 
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Along the Media Path 


e The booming “do-it-yourself” 
trend is getting a big boest from 


newspapers, according to the Bu-| 


reau of Advertising, ANPA. The 
bureau reports, on the basis of a 
survey it has made, that the na- 
tion’s dailies on the average pub- 
lish about four 2,400-line pages of 
editorial matter every month de- 
voted to home building and plan- 
ning information. 

In the survey, 305 weekday and 
Sunday newspapers in the U. S., 
Canada and Hawaii reported a to- 
tal of 2,373 standard-size pages of 
such information published in 
March and April this year. The 
dailies reporting represented 45.9% 


: let Us 
, dramatize 


your sales story... 
for Television spots, 

Minute Movies, 

local dealer films 

or long length industrial 
motion pictures. 


Reid H. Ray 
FILM INDUSTRIES, Inc. 


2269 Ford Parkway, 208 So. LaSalle St., 
St. Paul 1, Minn. Chicago 4, Ill. 


of the total daily newspaper cir- 
culation in the U. S., Canada and 
Hawaii. Sunday newspapers re- 
porting represented 53.2% of the 
total. 


e In October, Real, a Pines pub- 
lication, will add a new monthly 
shopping section entitled “The 
Men’s Shop.” Rate will be $1.55 
per agate line, with minimum 
space set at 28 lines. 


e With its October issue, 
chanix Illustrated, a Fawcett pub- 
lication, will increase its size to 
224 pages. The present 20¢ cover 
price will be unaffected. 


e Capper Publications, Topeka, 
has released a report on House- 
hold subscribers, ““‘What’s New in 
1952.” Copies are available from 
Victor Hawkins. The pamphlet 
shows purchases of home furnish- 
ings, appliances, etc., by House- 
hold subscribers during 1952. A 
striking piece of information un- 
earthed by the survey is that 40,- 
500 of the subscribers said they 
plan to build or buy a home as 
their next major purchase. 


e Free copies of “A Market Study 
of the Mobile Home Industry” are 
available from Trailer Dealer, 4006 
N. Milwaukee Ave., Chicago 41. 


e A study of the growth of shop- 
ping centers in the Detroit met- 
ropolitan area has been made by 
the Detroit News. The findings are 
summarized in a_ booklet, “De- 
troit Means Business.” 


e Figures released by NBC on 
long-range radio turnover dra- 
matically illustrate an aspect of 
listenership which has been neg- 
lected. A. C. Nielsen Co., via the 
Nielsen Radio Index, made a spe- 


WARWICK PHOTOTYPE 
OFFERS 


cleaner, 
‘shar 


REPRODUCTION PROOFS 


ne! 


You've never seen really clean proofs 

until you’ve seen Phototype proofs. Machine-set 
photographically on a revolutionary 

new machine. Phototype is so razor-sharp 

it can be enlarged to several inches in 

height and still maintain perfect edges. 

You'll be amazed! This entire advertisement 
was set with Warwick Phototype. 

Write for complete Phototype story. 


WARWICK TYPOGRAPHERS, INC. 


Dept. A28, 920 Washington Ave., St. Louis 1, Mo. 
Overnight by air mail from most of U.S. 


"WARWICK PHOTOTYPE 
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PROFIT DEPRESSION—The problem of low 
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serious looks to the panelists at a conclave of paper, drug, 
food and supermarket executives (AA, July 27). Left to right 
are Arthur Stein, president, Yorkville Paper Co.; H. J. Davern, 


DAVERN "Oa 


5 


profits brought these 


v.p. in charge of merchandising, Grand Union Co.; Emanuel 
Katz, president of Doeskin Products Inc. ond panel moderator; 
Herman C. Nolen, executive v.p. of McKesson & Robbins, and 
Harold Levy, sales and advertising director, Flagstaff Foods. 


cial tabulation of 11 NBC evening 
radio shows to get the figures. 


1952, and March, 
17,500,000 different homes were 
reached at least once during the 
12-week period. Thus the show had 


The 17,500,000 homes were exposed 
to the broadcasts an average of 
nine times during the period, ac- 
cording to the report. 


dex, First National Bank Bldg., 
Cincinnati, now has available 
copies of its folder describing the 
extent and coverage of its store 
panel services in some 14 cities. 


e The South Bend Tribune is in- 
stalling five 16-page units and a 
folder as an addition to its nine- 
unit Goss press. Installation will 
be completed this fall. The new 
units are especially adapted for 
color work to accommodate in- 
creasing demand for color adver- 
tising. The new units also will in- 
crease production speed to 75,000 
copies an hour. 


e Saturday Review will publish 
its first Audio Fair supplement 
on Oct. 10 to coincide with the 
fifth annual Audio Fair at the Ho- 
tel New Yorker, Oct. 14-17. The 
fair, one of many such annual 
events held about the country in 
large metropolitan areas, gives 
manufacturers of electronic com- 
ponents for high-fidelity repro- 
duction of music a chance to dem- 
onstrate their latest models to hi- 
fi enthusiasts. With many of the 
larger electronics companies be- 
ginning to preduce and advertise 
for this fast-growing market, this 
year’s fair should attract a record 
crowd. 


e KSL and KSL-TV, Salt Lake 
| City, is sponsoring a new “Grocer 
of the Week” contest in the Inter- 
|/mountain market area. The main 
|objective is to increase distribu- 
‘tion and intra-store display of the 
grocery items currently being ad- 


vertised on KSL. The contest is’ 
open to grocers only, and each of | 
'six weekly winners will receive | 


a prize of approximately $1,400 
worth of radio and television ad- 
| vertising. 


KSL-TV has prepared a folder) 


of market data and a coverage 
map, which is available upon re- 
quest. 


e The Oregon Journal, Portland, 
has issued its “1953 Automobile 
Route List of Retail Grocers in 
Portland, Ore.’ Copies are avail- 
able from the national advertising 
department. 


e “The Catholic Market and Buy- 


|made last year 


a 12-week audience turnover of 6.7. 


e Burgoyne Grocery & Drug In-| 


by Our Sunday | 
Visitor, Huntington. Ind., and The | 


cations’ subscribers. Copies are 
available from the papers or from) 
C. D. Bertolet & Co., 30 N. Dear-| 
born St., Chicago 2, advertising | 
representative. 


e Western Industry, San Fran- 
cisco, a King publication, has is- 
sued its latest sales presentation 
folder based on the National In- 
dustrial Advertisers Assn. recom- 
mended outline for publishers. 


e WMAL and WMAL-TV, Wash- 
ington, this summer has been en- 
gaging in a special promotion with 
two of its large advertisers, Briggs 
Meat Co. and Glen Echo Amuse- 
ment Park. The stations are pro- 
| viding their talent for personal ap- 
/pearances at the park the last two 
| Wednesdays of July and the first 
|two Wednesdays of August. These 
days are being called Briggs Kids 
Days by the park in honor of the 
| meat company, which also supplies 
its hot dogs. Kids get tickets from 
500 supermarkets for these days. 
With the tickets they can get free 
or reduced-rate rides. 


e Reinhold Publishing Corp., 330 
W. 42nd St., New York 18, is mak- 
ing available upon request printed 
copies of a speech before its sales 
convention by Arno Johnson, v.p. 
and director of research, J. Wal- 
ter Thompson Co. Mr. Johnson’s 
speech is entitled ““Hidden Expan- 
sion Pressures in Our Economy,” 
and tells how business can con- 
tinue to grow when we discard our 
war economy. 


e Department of New Laurels: 
Mademoiselle’s August issue car- 
ries 266 pages of advertising, a 
record for the past 12 months. 
The August issue of Nation’s 
Business shows an increase in ad- 
vertising linage over August, 1952. 
This marks the 12th consecutive 
month the publication has record- 
ed a gain in ad linage over the 
same period in the preceding year. 
So far, 63 new advertisers have 
bought space in the publication. 
Two magazines have dipped into 
Publishers Information Bureau 
figures to find feathers for their 
caps. Coronet finds it has the great- 


U. S. News also has completed a 
survey of subscribers’ incomes. 


On one show, “News of the Register, Denver. It gives brand, Two out of three of its families, 
World,” it was found that while it preferences and incomes of a Cath- it found, have incomes of $7,500 or 
reached 2,500,000 homes on an av- olic group representing the publi- | higher. 
erage broadcast between October, | 
1953, actually, | 


Argosy has a 21% increase in 
linage and a 29.6% increase in 
revenue for September, 1953, over 
September, 1952. For the first nine 
months of 1953, linage increase is 
11.4% and revenue increase 25.2% 
over the same period in the pre- 
ceding year. 


e “The 1952 analysis of the South- 
ern California Distilled Spirits 
Market” is now available from 
the business research division of 
the Los Angeles Herald & Express. 


e The Times, Bayonne, N.J., now 
has a new market data brochure 
to replace the last, which was 
issued in 1949. Copies can be had 
on request by writing Sydney A. 
Lazarus, the national advertising 
manager. 


Parker Sweeper Plans Ads 


Parker Sweeper Co., Springfield, 
O., maker of lawn and floor 
sweepers, has planned an inten- 
sive lawn sweeper promotion for 
fall. Featuring the slogan, ‘“Good- 
bye Leaves,” the campaign will be- 
gin in August, and will appear in 
ten publications. Dealers will be 
urged to accept one of two special 
demonstrator plans being offered 
them. New counter cards, window 
banners, display stand, product 
tags, newspaper mats, and radio 
commercials will be used. Don 
Kemper Co., Dayton, is the agen- 
cy. 


Federal Enameling Plans Ads 


Federal Enameling & Stamping 
Co., Pittsburgh maker of porcelain 
enamel, stainless steel and alumi- 
num utensils, will center its 1953 
fall promotion around a consum- 
er campaign highlighted by a Life 
ad featuring the Federal Vogue 
Flavor-Saver cooker. The cooker 
also will be advertised in Amer- 
ican Home, Better Homes & Gar- 
dens, Country Gentleman, Ebony, 
Household, Ladies’ Home Journal 
and Woman’s Home Companion. 
Point of sale material keyed to the 
Life ad will be sent to dealers. 
Ketchum, MacLeod & Grove, Pitts- 
burgh, is the agency. 


‘Jerusalem Post' Names Rep 
The Jerusalem Post, largest 

English-language daily in Israel, 

has named Advertisers Overseas 


|est percentage increase of all mag- 
azines and newspaper sections in 
total advertising pages for the first 
'six months of 1953 as compared to 
the same period in 1952. Its space 
sales increased 83%. The next 
highest increase, it says, is 26%. 
U. S. News & Worid Report, us- 
ing the PIB figures, discovers that 
the net page gain in advertising 
'for all six news and management 
publications during the first six 
months of 1953 was 294 pages. U. S. 
News gained 164 pages, or 55.6% 


WARWICK SERVES CLIENTS IN 33 STATES, PUERTO RICO, MEXICO AND CUBA ing Power” is based on a survey of the entire field. 


Corp., New York, to represent it 
in the western hemisphere. Rate 
cards are being prepared. Two spe- 
'cial issues are planned by the Post 
for September. One is the Rosh 
Hashonah edition and the other is 
| keyed to the Conquest of the Des- 
ert exhibition scheduled in Jeru- 
salem for Sept. 22-Oct. 14. 


| Witherill Boosts MacFadden 
| Joseph MacFadden has been 


| promoted to sales promotion man- 
ager of L. A. Witherill Inc., Syra- 
io He joined the department 


store in 1949. 
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Westinghouse Aids Dealers | 


The electronic tube division of 
Westinghouse Electric Corp., El- 
mira, N. Y., has launched a new 
premium Campaign aimed at West- 
inghouse Reliatron tube distribu- 
tors. The program offers a com- 
plete line of sales-incentive items, 
ranging from large outdoor signs 
to a full year’s direct mail cam- 
paign. Ads in trade publications 
are supporting the premium pro- 
motion. 


Stearns Magnetic to Gittins 


Stearns Magnetic Inc., Milwau- 
kee maker of magnetic separation 
and power transmission equip-| 
ment, has appointed Bert S. Git- 
tins Advertising Co., Milwaukee, 
to handle its advertising. An in- 
tensive advertising and promotion 
campaign is planned. 


Mrs. Nosworthy Joins Steiger | 


Mrs. Molly Nosworthy, former-| 
ly an account executive of Charles | 
Brunelle & Co., Hartford, has been 
named publicity director of Al- 
bert Steiger Inc., Hartford depart- 
ment store. 


| 


Houck Names Matthews 
A. F. (Matty) Matthews, former 


| 


SHELF APPEAL—Brilliant tartan designs mark the Royal Scot motor oil packages 
which Macmillan Petroleum Corp. is marketing through supermarkets in the Los 


Angeles area. Design of these one-quart 


and eight-quart packages, as well as ad- 


vertising and point of sale for the product, is under the direction of Harrington- 
Richards, San Francisco agency. 


Miami newspaper man and cub! Macmillan Tests Supermarts in L. A. 


cist, has been named director of 
public relations of Houck & Co. of 
Florida, Miami agency. 


Sell To 
Millions 
WEEKLY 


This network of weekly news- 
papers, published in 12 editions all 
over the world, brings your ad to 
U.S. Armed Forces Personnel and 
their families, who spend over 5 
billion dollars annually. Get our free 
market data book. 


Lowest Cost Per 1,000 Readers | 
Greatest Service Coverage 


ARMY TIMES AIR FORCE TIMES NAVY TIMES | 


ARMY TIMES 


PUBLISHING CO. 
3132 M ST., NW, 
WASHINGTON 7, D.C. 


_ Tekye 
London. 


as Outlets for New 


(Continued from Page 3) 
Mirror will have carried a total of 
18 full pages in two colors and 
b&w, plus eight additional 1,050- 
line ads. 


ws Next week five major indepen- 
dent radio stations in Los Angeles 
will join the barrage, with a total 
of more than 300 spots. The spots 
will be concentrated in early morn- 
ing and early evening time slots— 
when automobile traffic is at its 
heaviest. 

On Aug. 10, an unusually heavy 
schedule of outdoor advertising 
will be brought to bear on the tar- 
get. A major portion of the 
$100,000 test budget will go into a 
spectacular with a million-a- 
month circulation, plus 237 posters 
(a 100% showing) carrying three 


different Royal Scot messages for a| 


three-month period. 

An impressive collection of point 
of sale display material, plus end- 
aisle mass displays in the super- 
markets, will round out the promo- 
tional push. 


s “In planning the Royal Scot 
program,” R. S. Macmillan, pres- 
ident of the company, told AA, “we 
had a wonderful name to start 
with. We registered ‘Royal Scot’ 
over 20 years ago, but never did 
much with it until we began ex- 
ploring the possibilities of devel- 
oping a fine motor oil for super- 
markets. Brought out of storage 
and polished up, it provided the 
base for founding the Royal Scot 
Division of Macmillan Petroleum 
and also provided the key to the 
entire merchandising and promo- 
tion program.” 

Macmillan personnel has nothing 
officially to say about what may 
happen to sales of Ring-Free 


Motor Oil Line 


through service stations in this|\ Clemens, Mich., and Greenville, 
area as the result of the super- § C., and head of the trade asso- 
market test, although one insisted | ciation. “Scare buying” helped to 
distribute | 


that wholesalers who 
this oil believe the additional pro- 
motion for Royal Scot may ac- 
tually help sales. 

No official date has been set for 
conclusion of the current test, al- 
though advertising has been set to 
run for about four months. No 
plans have been made, either, for 
extension of the marketing pat- 
|tern if the test is successful. But 
Macmillan executives obviously 
believe they have something hot, 
and would not be surprised if the 
product were moving into national 
supermarket circles before too 
long. 


Corning Glass to Maxon 

Corning Glass Works, Corning, 
N. Y., has appointed Maxon Inc., 
New York and Detroit, to handle 
advertising of the company’s con- 
|sumer products division. Young & 
|Rubicam formerly had the ac- 
count. Industrial advertising con- 
tinues with Chas. L. Rumrill & Co., 
Rochester, N. Y., and Corning’s 
Steuben glass division continues to 
| be handled by Abbott Kimball Co., 
New York. 


Whirlpool Uses Direct Mail 
Whirlpool Corp., St. Joseph, 
Mich., manufacturer of home laun- 
dry appliances, has begun a three- 
month fall direct mail, cooperative 
dealer promotion. Monthly mail- 
ings will exceed 500,000 pieces, the 
largest campaign of its kind ever 
undertaken by Whirlpool. 


Ketner Joins Ted Bates & Co. 
David Ketner, formerly adver- 
tising manager of the Pepsodent 
division, Lever Bros. Co., New 
York, has joined Ted Bates & Co., 
New York, as an executive on the 
Palmolive soap account. 
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Distressed Home 


© Laundry Makers 


Seek Tax Relief 


WASHINGTON, July 29—The_ 

House ways and means committee | 
heard a dismal picture of condi- 
tions in the household ironer and 
dryer industries last night. Lead- 
ers in the American Home Laun- 
dry Manufacturers’ Assn. _ pre- 
sented it in a brief for repeal of 
the federal excise tax which they 
‘said was adding $20 to $25 to the 
price paid by the consumer for 
ironers and dryers. 
_ Production of the two appli- 
ances, industry spokesmen told the 
/ committee, has fallen off to a small 
‘fraction of the national potential, 
one ironer factory has been forced 
i\to shut down, another operated 
for only two weeks in April and 
May, and dryer output has slipped 
61% in the past seven months to 
_an industry-wide total for May 
“barely equal to four days’ pro- 
duction average for the companies 
involved.” 


'@ Leading the argument against 
| the excise tax was W. R. Dabney, 


| president, Ironrite Inc., Mount 


sustain sales in the’ industry 
through much of 1952, he told the 
committee, but toward the end of 
the year “we began to experience 
the full impact of the excise tax; 


our sales began to experience the. 
full slump.” 

“By May,” his statement as-| 
serted, “we were forced to close 
down our Greenville, S. C., plant. 
At Mount Clemens we operated 
only two weeks in May and June. 
Out of 1,200 employes we were 
forced to lay off 800 at the two 
factories.” 

Mr. Dabney contended his ex- 
perience was characteristic of the 
industry, and as proof cited the 
ironer production index of the 
Federal Reserve System—81_ in 
January, 31 in May. 


8 In its appeal to the House com- 
mittee, the association pointed, as | 
a precedent, to the bill repealing 
the excise tax on movie admis- 
sions, which the committee re- 
cently reported out (AA, July 20). 

C. G. Frantz, president, Apex | 
Electrical Mfg. Co., Cleveland, and 
head of the association’s excise tax 
committee, said: “We have been 
greatly heartened by [the ways) 
and means committee’s] construc- 
tive action in establishing a pre- 
cedent of giving relief to an in- 
dustry in distress.” 


# Only a day before filing their) 
brief with the ways and means) 
committee, home laundry indus- | 


try spokesmen were wearing less | 


‘Laundry Manufacturers’ 


crepe at the American Home} 
Assn.’s 
meeting at Asheville, N. C. 

In his report to the association | 


‘there, Mr. Dabney reported that 


“our production stays at high 
levels,” and predicted that the in-| 
dustry’s sales of washers, ironers 
and dryers will aggregate 4,200,000 | 
units this year, compared with 3,- | 
900,000 in 1952. 

This happier over-all picture, 
however, depends entirely on the 
washer business, the association 
told AA. There is no excise tax on 


washers, and washer sales are 
booming, it said. Sales for the 


first six months of this year to- 
taled 1,828,977 units, or 28.5% 
more than in the same period last 
year. 


® As evidence of the bad state 
of the other two appliances, the 
association reported that ironer 
sales dropped from 24,353 units in' 


75 


January and 22,588 in February 
to 9,323 in May. For June, there 
was an upswing, however, as 12,- 
529 units were sold. 

Also, the association revealed 
that, despite the buying slump, 
sales of both ironers and dryers 
are ahead of 1952 levels. Dryer 


‘manufacturers sold 263,201 units 


in the first half of this year, for 
a 15% gain over 1952, while iron- 
er sales were up 14.5% over last 
year, with 98,981 units sold in the 
first six months. 


‘Farm Chemicals’ Hikes Rate 


Farm Chemicals, published by 
Ware Bros. Co., Philadelphia, ef- 
fective with its January, 1954, 
issue will raise _ its circulation 
guarantee to 7,500 and increase its 
advertising rates. A page, one time, 
will go from $110 to $225. The 
publication has resigned its mem- 
bership in the Audit Bureau of 
Circulations and has become a 
member of Controlled Circulation 
Audit. 


ABC-TV Signs 4 Stations 


Four more TV stations have af- 
filiated with American Broadcast- 
ing Co., bringing the network’s 
total to 135. They are WROW-TV, 
Albany (effective Oct. 1); WKNA- 
TV, Charleston, W. Va. (Sept. 1); 


KMMT, Austin, Minn. (Oct. 1), 
and WDAK-TV, Columbus, Ga. 
(Oct. 10). 


Sell To 
Thousands 


Printed at the London Times and 
distributed by air Monday thru 
Friday to USAF Personnel and their 
families in Great Britain, Europe 
and North Africa, the NEW Air 
Force Daily carries your ad to this 
rich American consumer market. 
Get sample copies, advertising rates 
and complete market information 
from nearest office. 


AIR FORCE DAILY 


ARMY TIMES 


PUBLISHING CO. 
3132 M ST., NW, 
WASHINGTON 7, D.C. 


Tokyo 
London 
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A nationwide study by Look, 


a nationwide study by Colliers, and 
a nationwide study by Life confirm 


two big facts for advertisers... 


‘Look: offers the 


/» most readers per copy 


Feeeereaeeoceesg 


‘Look: offers the 


' 
' 
' 
Lewew wee ccccaed 


emost readers per ad dollar 


Within the last year, Loox, Life and Collier’s have all Another fact confirmed by each of the studies is that 
sponsored important. coast-to-coast studies of magazine Look offers advertisers a unique selling efficiency. 
audiences. 

For all three research projects found that Loox 
Each of the three studies was made by a nationally fa- has more readers per copy than any other magazine 
mous research organization. The Look study was done included in the studies.” 


by Crossley, Inc., the Crowell-Collier’s study by W. R. 


Simmons and Associates Research, Inc., and Life's lollar than any other magazine included in the 
‘ ¢ vA iC 7 Ci < 
study by Alfred Politz Research, Inc. y S 


studies. 


And Look offers more readers per advertising 


The highly trained field workers of these three organi- 
zations travelled all over America . . . north, south, east 
and west. Using scientific sampling methods, they talked 
to all kinds of people in all walks of life. 


No matter which one of the three research reports you 
examine, you will find ample evidence of LooKk’s size, 
scope and selling efficiency. 


ln total, ther conducted ever 00,000 teteeviows. More and mate advertisers are reaping the benefits of 

this efficiency. 
Results of the Look and Collier’s studies have been 
announced previously. Now that results of the Life re- 
search are being made public, it is apparent that all 


three studies arrived separately and independently at 


That’s why Look’s advertising revenue for the first six 
months of 1953 was at an all-time high—14.6°¢ above 
the first six months of last year. 


many of the same facts about the magazines involved. We can sum it all up this way: 
One of these facts is that America’s great general maga- If you want to get the most out of your advertising 
zines have reached today a position of unparalleled dollars. put them in Loox. 


strength and coverage. Truly national in scope, their 
huge audiences now offer advertisers a greater oppor- 
tunity to influence the consuming public than at any 
time in marketing history. 


GARONER COWLES. EDITOR 


* The Look study covered Collier's, Life, Loox. Post. Better Homes & 


Gardens, Good Housekeeping, Ladies’ Home Journal, McCall's most excl cing magazine 

and Woman’s Home Companion; the Crowell-Collier study covered ° ° 

Collier’s, Life, Loox, Post, American and Woman’s Home un America ene 

Companion; the Life study covered Life, Loox, Post and Ladies’ 

Home Journal in addition to This Week, four radio programs . . 
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